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The finest hammer ever made 





toe 









THE HAMMER with the 
built-in SAFETY BONUS 


Exclusive Stanley ‘‘tempered rim”, 

oT Taleliceli-teM@elslohA-m oh Mr lilelellile im 

minimizes chipping of critical area... “ 
assures greater safety for users! 


Stanley announces full-page advertising in LIFE — SATURDAY 
EVENING POST—POPULAR MECHANICS —POPULAR SCIENCE 


...and a complete in-store display program to help you profit with hammer sales 


































STANLEY “‘STEELMASTER”’ 


... the finest hammer ever made 






e@ “Tempered rim’ minimizes chipping . . . provides 
greater safety 


@ Neoprene grip bonded to handle provides non-slip 
grip, absorbs shocks 


@ Perfect balance — hammer “feels” right in the hand — 
less tiring to use 


Stanley Profitool hammers... pre-s 
in price ranges to fit every custon 


A balanced assortment recommended by NRHA fo fi 


STANLEY ““NAILMASTER” 


... popular priced companion 
to the STEELMASTER hammer 





e “Tempered rim” minimizes chipping — greater safety 


e Chrome plated steel alloy tubular handle — fully 
heat-treated 


e Neoprene grip—contoured and perforated for 
comfort 











STANLEY “HANDYMAN” 


... budget-priced homeowner's hammer 


@ Straight grain hickory handle — securely wedged in 
head 


© Drop-forged head — grey finish, with polished face 








STANLEY “HERCULES” 


... big value at a low, low price 





e Forged steel head — black japan finish — polished 
face 


@ Slim neck hickory handle 





-Selected best sellers 
omer’s need 


o fit your basic stock requirements 





STANLEY “JOBMASTER” 








e “Tempered rim” minimizes chipping — a Stanley exclusive 
e Drop-forged head — hardened and tempered on face and claw 


e Comfortable handle —shaped from seasoned hickory; securely wedged 





NO. NIOD NAIL HAMMERS 
P LUS sedans F REE (Basic Unit — 5 Grades of 16 oz. Hammers) 
PROFITOOL UNI-RACKS Contains: sii 
2 — No. ST1% “Steelmaster”’ YOUR cost 
for good housekeeping 2 — No. N1% “Nailmaster” 
... easy stock control! 2 — No. 101% “Jobmaster” $35.66 
E. 2 — No. H111% “Handyman” RETAIL VALUE 
© Easy to see, easy to install! 
Bo: 2 — No. 211% “Hercules” FULL MARK-UP 
e Designed for fast self-service, impulse sales! 
® Perfect for “pegboard” display! Wire Rack 9” x 22%" FREE WITH UNIT 





Shipping Weight Complete 18 Ibs. 


NEVER AN ADVERTISING PROMOTION LIKE THIS... 


. « « A POTENTIAL AUDIENCE OF ALMOST 43 MILLION READERS! 








SELL THE FAMOUS NAME STANLEY — PRE-SOLD FOR stock up. Get in touch with your Stanley wholesaler to- 
you! Stanley kicks off its big HARDWARE WEEK program day. There’s a Stanley hammer for every use — more 
with full page advertisements in these great publications. than 160 sizes and shapes. Stanley Tools, Division of The 
HAMMERS WILL BE FEATURED. So now is the time to Stanley Works, Dept. 3803, New Britain, Connecticut. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 
This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools © electric 
STA N i fF Y tools * builders hardware ® industrial hardware * drapery hardware * automatic door controls © aluminum windows ® stampings 
® springs * coatings © strip steel © steel strapping—made in 24 plants in the United States, Canada, England and Germany. 

CANADIAN PLANTS: HAMILTON, ONTARIO AND ROXTON POND. P. Q. 





REG. U.S. PAT. OFF. 




















Four reasons why 


AAmes Maid 


is the fastest growing 
kitchen and 

juvenile 
furniture in 


America! 


SW LTTCH” is to Ames. 


: CASUAL FURNITURE 


Since 
Gates) rer produtlt Thu higher Mandardj — amumeewnus 
1774 


: SHOVELS 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 


Want more facts? Circle 101, p. 127 
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EYE CATCHING Nicholson and Black Diamond files... 
designed to stop customers cold. Here’s everything 


for alert promotion and merchandising ...files with orange and 
black Hi-Impact plastic handles, skin packed for factory 
freshness, suggested uses and prices printed on a bright card. 
Counter top or pegboard display contains 48 of these 
self-sellers. Retailer’s cost...$24.20, retailer’s selling price... 
$36.30, retailer’s profit...$12.10. Order from your 
Nicholson or Black Diamond wholesaler soon and get your share 


of these fast, easy sales. “><% —_ NICHOLSON 


NICHOLSON FILE COMPANY, PROVIDENCE 1, RHODE ISLAND 
Files - Rotary Burs - Hacksaw and Band Saw Blades 


Ground Flat Stock - Industrial Hammers 


Handles designed and made by Danielson Mfg. Co.—a Nicholson subsidiary 


Want more facts? Circle 102, p. 127 
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2 reasons our ads always Say... 





“ORDER AMERICAN CHAIN 
FROM YOUR DISTRIBUTOR” 


1 e BECAUSE in AMERICAN CHAIN’S plan of distribution from 
factory to user, the distributor has always been the master 
link. Our policy is one of full partnership with our distribu- 
tors. They do far more than just stock a complete line of 
chains, fittings and attachments appropriate to the retail 
stores in their locality. They also supply you with the latest 
information about new products, new improvements, pack- 
aging changes and, of course, up-to-date prices and profits on 
American Chain products. Moreover, they know about new 
products in advance of introduction so that if the product is 
to be distributed in your locality, they’1l have it in stock when 
you first read about it in your favorite hardware paper. 


2 e BECAUSE the American Chain distributor is, in effect, 
our closest representative to your store. Back of him stands 
our Regional Warehouse and our District Sales Office whose 
salesmen are qualified to furnish a wealth of information on 
the subject of welded and weldless chain for all purposes. 
And back of all these men is the American Chain & Cable 
Company, Inc., of Bridgeport, Conn., and the American 
Chain Division at York, Pa., and the famous Acco Giant 
trademark which for decades has meant the standard of 
value in chain. 


American Chain Division * American Chain & Cable Company, Inc. 
Bridgeport, Conn. + Factories: *York and *Braddock, Pa., *San Francisco, Calif. 


Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, *Houston 
*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 127 
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Editorial 


by W. A. Phair 


Have you tried this... 


In the search for ways of increasing retail sales, I wonder if 
sometimes we are not inclined to overlook the obvious? It strikes me 
that at times we are guilty of ignoring the “Acres of Diamonds” in 
our own backyard. 


Whenever we talk about expanding or increasing our business, the 
tendency is to first reach over into a neighbor’s back yard to grab 
some of his business that is easy to reach, or we turn to suppliers and 
ask them for more help. 


It strikes me that we should first be darn sure that we have 
exhausted every possibility in our own backyard, before we turn 
elsewhere. 


When you consider the various proposals that have been put forward 
to help dealers increase sales, you’ll notice that practically all of them 
involve having others do something for us. Seldom do the suggestions 
involve something being done by ourselves for our own benefit. This is 
something to think about. 


There is no doubt that some of the suggestions being made to im- 
prove dealer profits are sound and constructive and should be pushed. 
But have dealers exhausted every possibility of their own for boosting 
sales volume? I don’t think so. There are several areas that appear to 
deserve more attention than they have been getting. 


Two of these possibilities that look especially attractive are (1) us- 
ing the telephone to sell, and (2) following up sales leads. These two 
activities are closely related and, when combined, are made to order for 
use by a local hardware store. Yet, not very many stores take advantage 
of these selling tools. In fact, very few retailers of any type use these 
techniques today, although at one time they were widely used. They 
seem to have gotten lost during the lush post-war period and haven’t 
been re-discovered yet. 


Think back for a moment. When was the last time someone called 
you to sell you something? Check your friends. You’ll find that their 
experience has been the same as yours and mine.. . very few folks try 
to develop sales by phone. Yet, there is a tremendous amount of busi- 
ness waiting for someone to take the first step toward making the sale. 


I’m driving a car that is five years old. I’m going to need a new one 
soon. In short, I’m in the market. But no one is trying to sell me. Some 


HARDWARE AGE, March 24, 1960 « 7 











Editorial 


continued 


day I’ll walk into a display room and buy one. But meanwhile, here I 
am, a sitting duck, but no one tries to sell me. 


There are quite a few people who know I have an old car. The dealer 
I bought it from knows it. But he has never, in any way, ever got in 
touch with me. The only contact I have had with him is through a 
magazine, with his name on it, sent to me by the factory. I’ve passed 
this showroom many times. They have three salesmen on duty and most 
of the time they are huddled in the back swapping stories. Not one of 
them ever reaches for the phone. 


This same situation can be duplicated in many, many lines. . . lawn 
mowers, power tools, appliances, lawn fertilizer, garden furniture, new 
housewares, etc. I feel quite certain that you would find a great many 
customers ready to buy, if you only went to them, before they go to 
someone else. 


How to doit... 


The statement that a store doesn’t have time to do this kind of selling 
doesn’t hold water. The work load in every store has some flexibility. 
There are always slow periods, as well as busy periods. And it doesn’t 
take long to make a call; five minutes is a generous allowance. 


But before you can hope to get any benefits from the telephone, you, 
the owner or manager, have to set up a specific plan. Specify the num- 
ber of calls to be made each day, except perhaps Saturday. Check to 
see that calls are made. Put some type of an incentive bonus on sales 
made by telephone. 


An article in Hardware Age, May 7, 1959, p. 66, told how to set up 
this kind of a program. It pointed out that a clerk can make 25 calls 
a week, using 30 min. a day to make five calls each day. If these calls 
make sales averaging $2 per call, you have an extra $50 per week per 
clerk. One chain, using this type of a selling program, averages $25 
sales for each five calls. Think of what results like this would mean 
to your volume. 


Whom do you call? You call your credit customers; you keep a 
list of purchasers of lawn mowers or large power tools and call them 
when a new model is out. You can run a contest and use coupons to 
collect live names, or you can keep a good file on leads sent you by 
manufacturers. There are any number of ways to build a list. But the 
list is no good unless you use it. 


Here is a do-it-yourself program that will probably bring you 
more direct benefits than anything you can hope to get from requests 
for increased margins, more prepaid freight, etc. Why not give it a 
try? 
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Remember! 


It will pay you to specify our products by brand 
name. They give greater satisfaction because 
they are the toughest* cords made. 


Then, too, Samson cords are nationally adver- 
tised, smartly packaged and carry the Good 
Housekeeping Seal. 


3 Toughest because of their extra thick cover and 
guaranteed balanced construction. 


Samson Cordage Works ¢ Boston 10, Mass. 


Quality Cordage Since 1888 


SPOT PHOENIX AETNA SACHEM TIGER CROCUS BEAVER TITE-ROPE SUPREME HORIZON 
Cord® Sash Cord Sash Cord Sash Cord Sash Cord Clothes Line Clothes Line Plastic Clothes Line Plastic Clothes Line Plastic Clothes Line 


Want more facts? Circle 104, p. 127 
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Merchants seek "blue law" relief 
in petitions to the Supreme Court 


The Supreme Court is being asked to strike 
down state “blue laws” restricting Sunday sales. 

Two Guys from Harrison, a discount chain 
with units in Northeastern states, filed two peti- 
tions with the high court challenging Sunday 
blue laws in Pennsylvania. The company wants 
to keep its stores open seven days a week. 

Pennsylvania’s blue law of 1784 restricts retail 
sales on Sunday. 

“Two Guys” also has a case before the Supreme 
Court .avolving the firm’s Maryland branch. 
Maryland blue laws, like Pennsylvania’s and 
many other states, date back to Colonial days. 

Another outstanding challenge in the high 
court has been made by Crown Kosher Super- 
market, Springfield, Mass., involving the Massa- 
chussetts Sunday blue law. 


outlook 


The argument that blue laws are ancient, and 
therefore out of date, is a weak one. In both 
Maryland and Pennsylvania the aged blue laws 
were reaffirmed and amended by 1959 legisla- 
tures. 


High court ruling in Parke, Davis 
case roughens road for Fair Trade 


Proponents of Federal Fair Trade legislation 
have to do some tough congressional spade work 
to keep Fair Trade from being completely buried. 

Immediate action became a must in the light 
of a U. S. Supreme Court decision in the Parke, 
Davis & Co. case. The court held, unanimously, 
that a manufacturer was barred by antitrust law 
from taking active steps through distributors to 
fix minimum resale prices at the retail level. 

The U. S. Justice Department looks on the 
ruling as a death blow to Fair Trade legislation. 

The major Fair Trade bill (H.R. 1253) spon- 
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A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


sored by Rep. Oren Harris (D., Ark.) is still 
waiting, after a year, for clearance by the House 
Rules Committee. The bill would authorize the 
manufacturer of a trade-marked product to es- 
tablish the minimum resale price. 


outlook 


Many businessmen feel the Harris bill could 
cancel out the Supreme Court ruling. Rep. Harris 
has hinted that if businessmen want his bill en- 
acted they will have to put pressure on the law- 
makers to bring it to a vote. 


More consumer protection asked: 
racket clearing house is sought 


“Let the buyer beware” is a phrase of the past. 
Uncle Sam is in an all-out effort to protect the 
consumer. 

Still more government protection was called 
for at the recent Justice Department conference 
on consumer protection. The attorney general 
from each of 41 states attended. 

U. S. Attorney General William P. Rogers 
told the conference the government is more ac- 
tive than ever before in enforcing protection 
laws. 

Federal Trade Commissioner Sigurd Ander- 
son said consumer fraud is best taken care of 
by protection, regulation, and governmental in- 
terest. 

New York’s Attorney General, Louis J. Lef- 
kowitz, called for a national clearing house for 
information on business racketeers which would 
keep states advised of consumer rackets. 


outlook 


This protect-the-consumer campaign would be 
fine except that this is an election year. Vote 
seekers in Congress may go a little too far on 
such things as describing deceptive pricing and 
bait advertising unless they’re watched closely 
by businessmen. 





No. 9 35¢ Retail 
World's smallest lamin- 
ated padlock! 4” steel 
case. 





No. 44 25¢ Retail 
1%” wrought steel case. 
improved lever security. 





No. 10 50¢ Retail 
1” laminated steel case. 
Strong warded security. 


No. 55 35¢ Retail 
144” wrought steel case. 
Multi-spring lever security. 





No. 22 50¢ Retail 
14” laminated steel case. 
Spring warded mech- 
anism. 





No. 66 45¢ Retail 
144" wrought steel case. 
Multi-spring lever security. 





No. 105 65¢ Retail 
1X6" laminated steel case. 
Strong warded security. 





No. 77 $1.00 Retail 
1%” wrought steel case. 
Pin tumbler mechanism. 

Sei aS SARE SBI 


No. 500 75¢ Retail 
134” laminated steel case. 
Multi-spring warded se- 
curity. 

35¢ Retail 





Master 
Padlocks 


No. 1500 $1.35 Retail 
Stainless steel case. Practi- 
cally unlimited combina- 
tions. 





No. 450 $1.65 Retail 
1%" laminated padlock, 
hasp, slide bolt...all 
in one, 





Order from 
your wholesaler 


No. 7 $1.25 Retail 
1%," laminated steel case. 
Pin tumbler security, brass 
cylinder and locking lever. 


No. 3 $1.50 Retail 
114” laminated steel case. 
Pin tumbler security, brass 
cylinder and locking lever. 


No. 1 $1.75 Retail 
134" laminated steel case. 
Pin tumbler security, brass 
cylinder and locking lever. 





= 
No. 5 $2.00 Retail 
2” laminated steel case. 
Pin tumbler security, brass * 
cylinder and locking lever. £” 





No. 81 $2.25 Retail 
Finest padlock protection! 
5 pin tumbler super se- 
curity. 144” laminated, 
steel case. 





Master Jock Company, Milwaukee 45, Wis. Wouldé- Largest Padlock Monupactarort 
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HARDWARE BUSINESS 


OUNlOOK 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


1960: home improvement year... 


Hardware dealers can look to 1960 as a big year for home improve- 
ments. Most reports indicate a reduction in new home building. 
The result: instead of buying new homes, more persons will mod- 
ernize present homes. Value of remodeling is set at $10 billion. 
The average family’s expenditures for hardware, paint, lumber 
and building supplies during 1960 will be $228. Added support 
comes from government and private financial sources making it 
easier for homeowners to get home improvement money. Savings 
and loan associations have stepped up lending for these improve- 
ments to an unprecedented level. 


Consumer goods prices hold... 


With few exceptions, consumer goods prices are holding steady. 
The reason: Output of consumer goods has been rising in relation 
to the buying power of consumer incomes. For instances, at the 
start of 1959 output and consumer buying power were almost even 
at about 140 percent (1947-49 = 100). Since then, a gap has been 
steadily widening with buying power falling short of output. At 
present, the output is about 165 percent, while buying power is 
about 152 percent, a gap of 13 percent. It is likely that consumer 
prices will hold as long as the output exceeds the buying power. 


Springtime is fun time... 


The peak season for leisure and recreation equipment is here. 
More people, earning more money, will spend more for recreation 
equipment this year—about $41 billion worth. This figure comes 
from a survey by Printers’ Ink magazine. It covers a very wide 
range of recreational interest, but a sizable chunk of it will go for 
leisure and recreation items that can be purchased in a hardware 
store. The amount of sales you get out of this depends on the 
amount of this type stock you carry, and how well you promote it. 
For a more complete breakdown on this market see the Sporting 
Goods Merchandising Guide starting on page 75. 


Retail sales gain... 


Retail sales of all kinds were $15.8 billion in February, a gain of 
3 percent on February a year ago and almost unchanged from 
January this year, according to the Commerce Dept. Retail sales 
for the hardware, lumber and farm equipment group in February 
were $910 million. That’s $18 million or 2 percent higher than 
in February a year ago, and $26 million or 3 percent higher than 
in January. 


... turn to page 168 for more news of How’s the Hardware Business. 
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Again 8} /){« +]: a Steps Ahead in 1960/ 


with GREATER QUALITY - PERFORMANCE - DURABILITY 


MODEL 321-S, 21”, 3 H.P., Wind- 
Up Snap Starter with Many NEW 
Features. 


Pincor“ Touch-Go' 

Remote Control— 

Standard on above and all 
Rotary Models except electric 





\ | Self-Propelled 
t 





ROTARY 





MODEL P424-S, 24” Deluxe, 3% H.P., Wind-Up 
Snap Starter or with Recoil Starter. Also avail- 
able in 20” and 22”, 3 H.P. with Recoil Starter. 


~ 








Self-Propelled 
REEL 
New Front-Throw 
Trimmer Type 





MODEL P924-HS, 24” Deluxe, 314 H.P., Wind-Up Snap 
Starter, Finger-Tip Height Adjustment ... Available 
with Recoil Starter .. . Also in 20° and 22” Sizes 3 H.P., 
Recoil Starter. 


Self-Propelled 
REEL 


~*~ 














MODEL P5521, 21", Deluxe, 2 H.P., Recoil Starter... 
Also Available in 18” Size. 








MODEL P622-HS, 22” Deluxe, 3 H.P., Wind-Up 


MODEL P817-E, 17", 114 H.P., Adjustable 
Snap Starter, Finger-Tip Height Adjustment. 








Cutting Heights. 
Available with Recoil Starter and in 19” sizes. 


@® There’s a new line of PINCORS 
to help you build bigger sales in 
1960. A leader is the all new 21” 
Front-Throw Reel which trims to 
the very edge of trees, walks and 
fences. A few of its many unique 
features your customers will like 
and buy: 3 H.P. aluminum engine 
with New PINCOR “Wind-up” 
Snap Starter; One Knob, Remote, 


f) 
Aubucle 


Handle Control; Fast, Simple 
Height Adjustment; New Power 
Drive and Wheel Design. All of 
the other new, 1960 PINCOR 
models, Rotary, Reel and Electric, 
have new advanced features, too. 
You should get the complete details 
on them....and find out why 
“You'll Profit More With Pincor 
In 1960.” 


Write, wire or phone for literature, 
prices and model specifications . . . 
GET STARTED FOR '60 PROFITS NOW! 


Manufactured by 


PIONEER GEN-E-MOTOR 
5840 W : 


“~ 


Dix xeons ha VY e 4 _ 


T 


on- Ce Le mG b- Pane 


Complete S€rvice 
and engines, is ay 
R's tr j 


for MOwers 
ailable from 


CORPORATIO 


re =3: ba « ry 


¥ 
a = 


Power Lown Mowers e Electric Portable Power Tools ¢ Gasoline Engines « Electric Generating Plants 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


Things to come. Drive-in shopping that lets customers buy without 
getting out of their cars may be closer than you think, at least 
for stores with adjacent parking lots. A chain of supermarkets 
has installed a communications system from parking lots to stores. 
Customers drive in, order, receive groceries at their cars. If 

the idea spreads, it could be quickly adapted by many kinds of 
retail stores. Such innovations are the key to attracting new 
customers to stores. You may remember, this idea changed the 
concept of roadside restaurants some years back. 























Weather is the big question mark in spring forecasting. What's ahead? 
Here is the broad picture, based on government data: April will be warmer 
than usual in the Eastern half of nation and the far-Southwest; Midwest 
and near=-Southwest will be near normal; the Northwest area down through 
Utah and Colorado will be colder than usual. In May, the climate will be 
near normal in the South, lower Midwest, and West from Arizona to North 
Carolina, and as far up as Iowa; it will be warmer in the East, upper 
Midwest, and Northwest. In June, look for excess heat on East and West 
Coasts; cooler from the Mississippi through the Plains; and near normal 
through the Rocky Mountain belt. 


















































Watch early demand and style trends in fans. A top manufacturer 
has now booked twice as much business for 1960 as through all of 
1959, indicating abnormally high early orders. This reflects the 
wipe-out of retail stock in last summer's extended hot spell. 

Few dealers are holding over 1959 stock. If Summer comes early 

in your trade area, you may find it difficult to get orders filled 
promptly. It may be advisable to buy a little early, and a little 
more than normal. There will be a pronounced swing in demand to 


new, dark charcoal colors, as opposed to traditional greens, pale 
greys. 





























Business is good, but gaining less rapidly than predicted. While this 
alarms some optimists, it has most economists rejoicing quietly. Why? 
Economists figure a little less boom now means more strength in business 
later this year, and into 1961. Seems logical. Perhaps it would be well 
to plan on a modest gain through 1960, with minor ups and downs expected. 
Promotions should produce more sales than last year, stocks ought to be 
a little heavier too. But plan on a steady market tone, aS opposed to a 
runaway year that cou'd have stopped with a thud. 
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DAZZLING NEW MIRROR-LIKE FINISH GUARANTEED TO PUT A 
GLOW IN YOUR SALES! See it in three of the fastest-selling, freshest-styled stainless 


lines: Hallmark! Stylist! Silverskill! You'll see the same fine quality Wallace graded stainless. The same 
superior Wallace craftsmanship that gives you perfect balance (never bowl-heavy), perfect uniformity 
every time. All at the same familiar quick-sale price that trades-up your stainless flatware customers. 
See for yourself. Stock up on new Wallace with Deep-Glo today and watch them goooo00000000000! 


VVALLACE |X| STAINLESS 


A DIVISION OF WALLACE SILVERSMITHS AT WALLINGFORD, CONN. SINCE 1835 
Want more facts? Circle 107, p. 127 
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Better made... better selling... 


Spring bolts and screen clips for screen or storm-window 
panels take advantage of the resilience, toughness and 


® weather resistance of ZyTEL. Exclusive screw-on tip molded 
bi ARDWARE of Du Po nt ZYTEL of ZyTEL provides adjustment for perfect fit. (Gries Repro- 
ducer Corp., New Rochelle, N. Y.) 
nyion resins 


Quality sells the hardware products you handle—and resells 
the customer. The use of Du Pont Zyret nylon resins is 
your assurance, and your customers’, of dependable quality, 
ruggedness and durability. In plumbing hardware, ZyTEL 
eliminates corrosion problems. In electrical hardware, the 
excellent insulating properties of ZYTEL, together with its 
durability and good heat resistance, provide a product you 
can recommend with confidence. And ZyTEL gives you such 
sales-winning extras as lightness in weight and attractive 


appearance. Hose coupler outwears metal fittings four to one. Coupler 


: . molded of ZyTEL nylon resin is colorable and light in weight. 
Look for ZyTEt in the products you sell and tell your Use of ZyTe assures excellent resistance to abrasion, high 


customers about the extra values it provides. To help you strength against impact and excellent resistance against 
answer your customers’ questions, send for your copy of a SONS LETS Si oe See Ss Oy ne 
new, fact-filled booklet, “How 50 Manufacturers Used 

ZyTéL® nylon resins to Make Better Products”. Write to: POLYCHEMICALS DEPARTMENT 
E. I.du Pont de Nemours & Co. (Inc.), Department P-324, 

Room 2507Z, Nemours Building, Wilmington 98, Delaware. 


REG. wu. s. pat. OFF 


in Canada: Du Pont of Canada Limited, P. O. Box 660, Montreal, Que. BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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pete Et- CR 


If there were an unlikely spot for selling DIYA... 


New York’s Third Avenue would surely be it. “Yet,” says manager Harry Glick, “Murray Hill 
Even the native sounds of whining taxis, air Hardware not only sells Reynolds Do-It-Yourself 
hammers, subways and sirens seem to defeat the Aluminum, and has been selling it since it came 
prospect for selling Do-It-Yourself Aluminum. out, but we sell a whole lot for a tidy profit.” 


om 


Mr. Glick says, “Reynolds DIYA “We think enough of Reynolds Harry mentioned DIYA litera- 
brings in more profit dollars per Aluminum to give the DIYA ture, “Your project sheets, ‘how- 
square foot of space than almost sales rack top display spot on our to’ book and displays save hours 
any other item in our inventory.” floor next to the cash register.” of time by pre-selling customers.” 
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peer 


Pre ...and how you want it! 


If you’re on the spot for fine hinges 
and other builders’ hardware, tell your 
jobber to phone or wire HAGER! He can 
pick up or obtain delivery direct from 
the Hager warehouse nearest him... 
often overnight! 


Seven Modern Warehouses— 
coast-to-coast—each fully stocked 
with the complete Hager line 


Each warehouse is strategically 
located near rail and motor 


terminals and airports 
Think Hager first TO GET IT THERE, FIRST! If the situation requires, drop 


shipments to fill an unusually hot 
order can also be made from 
other Hager warehouses 


Most emergencies—to cities of 
25,000 population or more—can 
be met with overnight delivery 


EVERYTHING HINGES ON C. HAGER & SONS HINGE MANUFACTURING COMPANY, ST. LOUIS 4, MO 


IN CANADA «+ HAGER HINGE CANADA LIMITED, KITCHENER, ONTARIO 
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mM PERFECTION! 


OIL HEATERS FORWARD TREND STYLING 


for beauty, Midget Pilot and Multi-Heat Burner for econ- 
omy. Sell every customer with wide price range from top- 
of-the-line Coronet to promotional leaders. 8 basic models 


from 38,000 to 79,000 BTU Output. 


Right across the line, there are more new heaters 
more new features, more competitive prices 

than ever before in the 1960 Perfection Oil and Gas 
Heater line. If you want in on the hottest-selling 
line for ‘60. be a Perfectionist. Get the 


full story and line up for sales! 


GAS HEATERS COMPLETELY NEW LINE 


featuring slimline “Console Styling”. 12 basic models, 
wide variety of automatic controls, circulating blower and 
accessory options. Vented and unvented, circulator and 
radiant circulator models in capacities from 20,000 to 
70,000 BTU Input. 


“SAFETY-SEALED” WALL 


HEATERS SENSATIONAL NEW “SPACE.- 


MAKER?” with completely sealed combustion chamber 
gives you the biggest safety, comfort and economy 
story yet to tell customers. New “Console Styling”. 
Installs through any outside wall 5-8” thick, only 834” 
overall depth. Popular 20,000 and 35,000 BTU models 


for homes, offices, motel units, etc. 


WALL RECESSED HEATERS 


“Director” oil or gas wall recessed heaters fit flush with 














wall, provide automatic operation, central heating per- 


formance. In gas at 70,000 BTU Input, oil at 65,000 


BTU Output. 





CLIP COUPON 
and attach to 
your letterhead 
for full profit details 


GP CE? GP GD GS CEP Gp Ga Ga? a a a ee ae Sa 








Rush full details on complete oil and gas line, plus 
profitable Perfection dealership story. 


/a\ PERFECTI@Q)AY pivision 


HUPP CORPORATION 


CLEVELAND, OHIO * WAYNESBORO, GEORGIA 
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DIAMOND 
PRODUCT INDEX 


ati b>, DTX® Non-Metallic Sheathed Cable 


It's the WHITE wire. Non- 
sticking, smooth and easy to 
pull, DTX will not flake off. 
Moisture and flame resist- 
ant, it is clean to handle 
and strips easily. 


600 V Building Wire Type RHW 


Taped with Dupont “Mylar” 
to provide animproved mois- 
ture barrier. Smaller dia- 
meter. Sheath is wax lubri- 
cated to reduce pulling 
resistance. Standard colors, 
solid or stranded, sizes 6 
AWG through 1000 MCM 





Heavy Duty Portable Cords 


Available in Red-D-Prene® 
(red or black neoprene jack- 
et) oil, heat and flame resist- 
ant; Black Diamond (black 
rubber) for general purpose 
use; and Signal Yellow (yel- 
low thermoplastic) for all lo- 
cations where heat is 
no problem. 


New UL listed Thermoplastic 
building wire for 75° wet or 
dry application. Small dia- 
meter, slick silicone finish. 
Standard colors in solid and 
stranded ...sizes 14 AWG 
through 4/0. 





Diamond DUF® Type UF 


Thermoplastic insulated and 
jacketed non-metallic 


sheathed cable. Retards 
flame and has excellent resist- 
ance to moisture, corrosion, 
fungus, abrasion. UL listed. 


Thermoplastic Insulated Type TW_g 


Diamond DTW is the small 
diameter building wire that 
is flame and moisture resist- 
ant. Eight permanent colors. 
Small size allows more cir- 
cuits in existing conduits. Sizes 
14 thru 4/0. 





Type SE Service Entrance Cable 


(Armored and Unarmored— Copper or Aluminum) 


May be used without conduit 
from pole to building and 
down side of building in 
places not subject to mechan- 
ical injury. UL listed. Neo- 
prene Aluminum SE also 
available. 


Weatherproof Wire 


Triple braid weatherproof 
covering can be relied upon 
to meet severe climatic con- 
ditions. Available also with 
neoprene or polyethlyene in- 
sulation. Comes in solid and 
stranded, full range of sizes. 





Coiled Heater Cord Set 


It's new, convenient, safer to 
use. Non-tangling six-foot cord retracts to 18 
inches. Can be used on any heat-type appliances. 


Range Cord Sets 


Three wire set is 36” long. Rubber 
molded cap, rubber jacketed cable, 
steel strain relief. UL listed. 





Bare Copper Wire 


Soft drawn bare copper wire is 
available in a complete range of 
sizes, solid or 7 stranded. 


ACT Armored Cable 
& Flexible Steel Conduit 


Suitable for general wiring in 
non-fire proof structures. 
Two, three, four conductor. 





DIiANMON D 


and CABLE Company 


Sycamore, 


Illinois 


WAREHOUSES: Pittsburgh + Cleveland « Minneapolis *« Denver * Dallas « Atlanta 
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HOW TO SELL THE MOST 
~ EXCITING NEW HARDWARE 
~ PRODUCTS OF THE YEAR! 


VOCALINE PERMA PLUG 


Display it! 
4 AC outlets 


in 1!...Ends messy wiring—doubles the 


number of electrical outlets available—needed in every 
home! A variety of attractive displays help you sell 


Perma Plug 
“singles” for 


on sight—‘‘sixes” for your counter... 
tray, bin or pegboard—and “seasonals.” 


VOCALINE COMMAIRE 


Demonstrate it! 


(citizens band two-way radio communications system)... 
A natural for your industrial department—fills the need 


Vocaline 
Perma Plug 


4 AC outlets | 


in 1! 


a 


for low-cost, short-range radio communications in busi- 
ness, factories, warehouses, on farms...and for sports- 
men! No technical knowledge or skills required to sell 
it or operate it! Install in salesman’s car, demonstrate it 
from prospect’s desk! 


VOCALINE VOCATRON 


Display it and demonstrate it ! 


Wireless Intercom...A wireless intercom that sells on 
demonstration. No wiring, no installation—just plug it 
in and talk. Ideal for offices, factories, shipping depart- 
ments—the perfect intercom for the home! 


BACKED BY AGGRESSIVE NATIONAL ADVERTISING! 


Vocaline 
Commaire (citizens 
band two-way 











system!) 


radio communications VVLioLt Intercom! 








Vocaline 
Vocatron 
Wireless 



























































VocaLine 


COMPANY OF AMERICA 
145 Coulter Street 
Old Saybrook, Conn. 


Please send complete information on: 


) Perma-Plug 
[] Commaire 2-way Radio 
C) Vocatron Wireless Intercom 


Name 
Address 
City. 
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DETECTO 


has kept our mailbags bulging with orders—and lots of excited buyers will tell you why! 


From its first appearance in 1959 Detecto’s new hamper 
group has won the terrific acceptance sales managers 
dream about! 

Buyers everywhere took to all its built-in promotional 
features. As one said: “You don’t have to sell this en- 
semble—it sells itself!” 

The big selling features? Things like the richly- 
distinctive brass trim...the choice of decorator colors... 
the whole gamut of refreshing styling touches! 


It all adds up to a sure-fire traffic-builder—in that all- 
important high-markup, high-profit range! 


Bench Hassock Hamper retails at $14.95. Full size 
Hamper, $15.95. Basket, $5.95. DETECTO ‘99’ SCALE 
MATCHES ENSEMBLE—FOR LARGER UNIT 
SALES. Stabilized mechanism* gives absolute accuracy 
even on rugs and uneven floors. Easy-to-read, King Size 
dial ends stooping and squinting! Detecto ‘99’ retails at 
$10.95. Brass-trim, $12.95. prices slightly higher west of Mississippl. 

*Patent pending. 


Detecto Scales, inc.,540 Park Ave., Brooklyn 5S, N. Y. 


For complete information, write Detecto Scales, inc., or contact representatives—Baltimore, Md.: A. Littlejohn + Birmingham, Ala.: R. Custred + Boston, Mass.: J. 
McElroy + Chicago, Ill.: W. Jacobson « Dallas, Texas: D. U. Parker » Denver, Colorado: J. Ramsey * Kansas City, Mo.: R. P. Ingram + Los Angeles, Calif.: J. J. Firestone 


Memphis, Tenn.: T. J. Carroll »« New York: J, Goldner, F. Daub + San Francisco, Calif.: 


Wagener & Swanson « Seattle, Wash.: P. N. Smith + Toronto, Canada: Diwalt Sales 
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DAZEY.“.Lo Mejor del Mundo’ 


DAZEY.... The World’s Finest" 


. Mark Il CANARAMIC—the World’s Finest one-handle auto- 
bie can opener. Finger-tip operation secures, punctures and opens 
any size or shape can. Showpiece design complements kitchen decor in 
any of 5 colors with chrome trim, all chrome, or copper and white. 
Complete with magnetic lid lifter. Retail from $6.95 


BOTTOM . . . #70M—the World’s Finest Table Top Can Opener. Large 
rubber vacuum base eliminates screws and clamps. Ideal for modern 
kitchens. Complete with magnetic lid lifter. For use on non-porous 
surfaces. White enamel with chrome trim. Retail $8.95 
Order from your jobber, Dazey representative or write us direct. THE DAZEY CORPORATION, NEW BRITAIN, CONN, 
Want more facts? Circle 115, p. 127 
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DU PONT NO “7” FULL LINE 


_— DEAL 


ON HIGH-PROFIT N° “7” PRODUCTS 


($18.00 VALUE) 


1 CARTON OF 
“NO “7” AUTO POLISH or SHIELD 


when you buy 5 cartons of any of the NO"7" Products listed below 


($24.00 VALUE) 


1 CARTON OF 
ANTI-RUST or COOLING SYSTEM SEALER 
when you buy 6 cartons of any of the NO"7" Products listed below 


Dt 4 ees eo ee bees pt. 
Chrome Polish ....12 0z. 


White-Wall Tire Cleaner 
(Liquid or Paste)... .pt. 


Anti-Rust & Water 
Pump Lub. ..... 12 oz. 


No. "7" Polish ....pt. 
New Car Wax 


Super Heavy Duty Brake 
Fluid. .12 oz., qt., 5 gal. 


Speedy Cleaner ...... pt. 
seiebebboosss pt. 


“9.4.1” 
White Polishing 
Compound 


Rubbing Compound 12 oz. 


“Dissolvo”™ 


Car Wash .. 

Glow Liquid Car 
Wash 

Paste White Tire 


DE ckwcss canes pt. 


.¥2 oz., V2 Ib. 


Cooling System 


CT cccteeseaa Ib. 
Pee SD % obec eo bees pt. 


Cooling System 
Sealer 
Foam Cleaner 


Fe. DORON wises ct econ pt. 
Heavy Duty Stop-Leak. . pt. 
12 


Jet Clene 
Heavy Duty Brake 


Fluid. .12 oz., qt., 5 gal. 
Weds cccceveseeoce 15 oz. 


Waterless Hand 


Acid & Rust 
inhibitor 


DU PONT N° "7” PRODUCTS 
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NEW DU PONT N° “7” ADVERTISING ON 


NETWORK a 





For long profit... and profit protection 
SELL THE DU PONT NO “7” LINE 


Enjoy the good will of a valuable trademark. Du Pont 
No. “7’’ fair-trade prices have been diligently enforced 
for many years in all states where such laws have been 
in effect. Every reported instance of price cutting in 
violation of fair trade has received immediate attention. 
Hundreds of warnings have been issued to violators who 
were thus persuaded to bring their prices to fair-trade 
levels. Persistent violators have been taken to court and 
injunctions obtained. Although the maintenance and 


BETTER THINGS FOR. BETTER 


Sts uv 5 sat off 


enforcement of fair-trade prices are expensive and time- 
consuming, Du Pont No. “7’’ policy is to utilize fair- 
trade laws to protect the good will of the No. "'7’’ trade- 
mark. The result is not only an ever-increasing consumer 
demand for No. “7’’ Products, but a legally protected 
fair margin of protit to dealers. This kind of support 
should warrant close and spirited cooperation in the 
sale of No ‘'7’’ Products by all dealers. 


LIVING 
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He works for you 


. . . when he appears in 5 million copies of 
Farm Journal Central Edition and Successful 
Farming in the next 4 months. . . to tell 2 million 
farm families about Wood’s Zephyr Weight 
aluminum grain scoops. 


Your farm customers are reminded they can do 
about 20% more work in 9% -less time with a 
Wood’s Zephyr Weight scoop. They agree, too. 
(That’s why Wood’s Zephyr Weight is the most 
asked for scoop. ) 


Wood's Zephyr Weight scoops are spark-proof 
in dusty feed bins, corrosion resistant to manure 
and urine, and made of a hardened alloy that 
wears and wears. 


Be sure you have “the aluminum scoop with the 
blue handle” that farmers ask you for. Tell your 
wholesaler, “I want Wood’s Zephyr Weight!” 


ALCOA g : 
ALU AMINUAA 


mitt Pe OoUCcTS 





seme COmenn: Of omee 
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of sprinkler sales... 


SELL ALLENCO 
Medalist Retails at $750 





Lawn owners go for 1t! They can see it’s an Allenco Oscillator. 

They like the exclusive Allenco 4-click dial. They know that 

AND PICK UP THE CHANGE WITH ALLENCO’S Allenco quality means superior sprinkling service for many 

NEW “USE-OVER” NYLON HOSE COUPLING | years. And at that price they just can’t say no! Puts new 
es money in yvur pocket! 


Sure! The Medalist for 1960 is NEW. In its individual box 
it keeps that factory-fresh sparkle all the way to your cus- 
tomer’s lawn. Since the price is really big headline news, 
shouldn’t you be putting in a good stock of nationally ad- 
vertised Medalists now? 


Get to your distributor . . . quick! ALLENCO 
Ask about the whole line— the Golf Green Line 
and the Special 1960 of Sprinklers and 
Bonus Profit Deals. Accessories 


W. D. ALLEN Manufacturing Co. 


650 S. 25th Ave., Bellwood, Illinois « New York Office and Warehouse: 66 Reade Street, New York City 7 
Want more facts? Circle 118, p. 127 
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Goulds Water Systems are Backed by Fact! 


Goulds gives you PROOF to help 
you sell. 

Who says? Based on plant inspec- 
tions and their own tests, the United 
States Testing Company has verified 
ten important Goulds features. * 

Compare Goulds Water Systems— 
feature for feature—with any other 
water system on the market. Get a 
comparison worksheet from your 
Goulds distributor. Make sure the 
water system line you handle has all 


he 


. MOTOR TROUBLES?.... 
. SCALE AND RUST?..... 


. SUB MOTOR TROUBLES?.. 


.. Safe motor loads. All Goulds pump ratings within limits recom- 


mended by motor manufacturers. No overloading! 


...Corrosion-resistant construction throughout all jet and 


submersible water systems. 
Self-priming design, both shallow and deep well jets. 
Complete Motor on all jets (no partial motors used). 
Protected seal on all jets. Water trap keeps seal from running dry. 
Balanced-Flow performance . . . self-adjusting capacity 
“tankless” unit. 


Hex-a-drive submersible pump shaft provides positive permanent 
drive. 


. Lightweight rotating element puts less strain on motor during 


starts. Makes motor last longer. 





10 of these features: Here are the prob- 
lems that make these features so im- 
portant to you. 

*Report No. 08981 dated November 4. 1959 


. OILY DRINKING WATER?... Water lubricated motor used on all Goulds submersibles. 
. SPLICING PROBLEMS? .... Three-lead, one-wire cable connects to motor with proven plug-in 
device. No splices necessary. 


on fo Ss Oatw NW 


—— 


You’ll find that only the Goulds Water 

Systems line offers you 10 important fea- 

cs O LJ a r> hoe iP ~ LJ ivi al c tures .. . verified by the United States Test- 
ing Co. 

Mail the coupon for the comparison 


worksheet and details on how to boost your 
sales in 1960. 
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FREE. A Blockbuster Kit of selling aids 
for Goulds dealers! Includes Coopera- 
tive Advertising and Finance Selling 
Plans Booklet, an eye-catching poster, 
a counter rack and supply of Goulds 
Water Systems full-line folders, a four- 
page check list for comparing Goulds 
with other water systems, an easy-to- 
read basic selling guide. Just check the 
coupon to get yours. 


CREDIT HELPS YOU SELL! Your Goulds 
distributor can give you the facts about 
credit buying today—and how it affects 
your business. He can help you arrange 
easy terms for your customers. 

He will also explain Goulds co- 
operative advertising plan and tell you 
how to get your local advertising for 
half the cost. 
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GOULDS PUMPS, INC. 
Dept. HA-30 

Seneca Falis, New York 

I'd like the following: 


[_] Goulds Blockbuster Kit (con- 
tains comparison worksheet) 


[_] Name of nearest Goulds dis- 
tributor 


/ 

I 

I 

| 

I 

| 

[_] Goulds Water Systems 
i Catalog 

/ 

ce 
ie. See aone Ear Rape ee 
CCR oa aicdsinis nenttctieasi nn 
i 

I 

/ 


ee ee ee 


| eee ee re eee eee eee eee eee 
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: No. 430 
j PICK MATTOCK 
No. 2% j 5 LB. 
No. 280 \ 5, 6, 7, 8 LB. 
CONTRACTORS’ PICK , 
8 LB. 


No. 424 
CUTTER MATTOCK 
3, 5 LB. 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 
24"', 30°, 36°" Length 


No. 75 ‘ ‘ ete No. 400 
PINCH POINT : SQUARE HEAD WEDGE 
CROWBAR 3, 4,5 LB. 
18, 22 LB. No. 63 


CARPENTERS’ WRECKING 
BAR 
12", 18", 24", 30”, 36" Length 


No. 88 
TAMPER TOP 
POST HOLE DIGGER 
16 LB. 


ee Stock these 
wanes POmtT : CITY TOOLS 


CROWBAR 
18 LB. 


for 75% of your 
heavy hand tool 
requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of 
every 4 calls for heavy hand 
tools are for one or more 
Ayes ~. of these items. You can stock ee ; \ oe 
NEVADA (Long Pattern) : the weights listed with con- “ (am ae DOUBLE-FACE 


STRIKING HAMMER SS fidence — they'll move. = MO BLACKSMITHS’ 
8 LB. § : 2 %, SLEDGE 


4, 6, 8, 10, 12 LB. 
most popular 


a leon Gay Te Woot \Works, tre. 


s _ O. BOX 791 *¢© WARREN, OHIO 
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Sell ’em Swan in the Spring and watch 
your profits grow. More dealers sell Swan 
because MORE CUSTOMERS DEMAND SWAN! 


Call your distributor right now about these early-selling et flowers . 
(left to right) Swan Sprinkler-Soaker, Swanseal Supreme, Nyl-cord, Single 
Braid Green and Grass Stop. Y ou can trust the products ... made by Swan. 
Send for full-color 1960 catalog. Swan Rubber Company, Bucyrus, Ohio. 
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| ? No. 5600-G Grass No. 224-T Lopping 
: | Shears, $3.25 Shears, $6.95 


ee ee a 
i a oe a a 
REESE SS EE 


ES he BOOMS 


Iss... Biggest name in 


Sold only through the best wholesalers in the business 


J. wisSsS & SONS CO., NEWARK 7, N. J. 
World's Largest Manufacturer of Shears, Scissors, Pinking Shears, Skalloping Shears, Metal Cutting Snips and Garden Shears 
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The complete WISS line 
is pre-tested... 
pre-sold for you! 


Wiss makes sure you sell the best and sell more 
of it! Every Wiss quality tool is carefully pre- 
tested before it leaves the shop. And heavy Wiss 
advertising, promotions and publicity pre-sell the 


line for you to take the “selling job” off your 
shoulders. Stock the complete line. Wiss is the 


leader in the field... first in sales all the way. 

And dont forget, our national advertising 
features the Wiss Pruning Guide and suggests 
customers call on their dealers for it. Be ready 
with yours. For your supply of Wiss Pruning 
Guides, just fill out and mail the coupon below. 


Here are 9 better ways Wiss helps you sell more garden tools... easier! 


1 Wiss has the best sellers in all categories... hedge, 


grass and pruning shears. 
2 A complete line to meet all customer demands. 


3 A wide choice of attractive, compact displays to 


meet your specific needs. 


4 Competitive pricing . .. top quality. 


§S Full advertising support, plus publicity and pro- 


motion. 


6 Best known name in the business . . . accepted as 
the quality line. 


7 Sold to the trade only through distributors. 


The complete line is pre-tested to insure you 
against customer returns. 


Wiss gives you quality selling features. 





‘\ 
‘ >» 
XN EE: 
c 


S « 


No. 8-A Hedge No. 8'4-E Hedge No. 907-G Pruning No. 701 Grass No. 607-R Pruning 
Shears, $4.95 Shears, $5.95 Shears, $3.25 Shears, $2.75 Shears, $2.75 





the business! 


J. WISS & SONS CO., Dept. HA 3 
33 Littleton Ave., Newark 7, N. J. 


FREE ...50 Wiss Pruning Guides! () | have bought or plan to buy Wiss 
tools! Send _-_ additional copies at $2 per 100: Retail value 10¢ each. 


Name 





Address 





City 








Wholesaler 





C. caste Gaus came cep coum Gum cums cane Guin emp Gam aun a 
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PLYMOUTH 
SHIP BRAND 
MANILA 


PLYMOUTH WATER SKI ROPES 
GOLDLINE The standard of dependability and economy ==: = PY ee ee ee 
for general purpose use. Strong and long == long. 5” eye at outboard 
ROPE — === end. | Bar ropes have 12” 
wooden handles; I! Bar 
ropes have two 7” handles. 
A type of Nylon. High tensile strength; high 
resistance to flexing, chafing, abrasion. 


2 i | PLYMOUTH 
Shou vacnt fk] | NYLON 

a: —E @} YACHT ROPE : -AND-SELL pere 
ee with Plymouth SEE 


nnials like these 


: the needs of your 
One of the strongest fiber ropes made. Ex- Whatever your location ... whatever ly the right com- 
cellent mooring and anghor line. Requires no rs your distributor can supP al that means 
preservative. eetsrei of ropes that have the eye ap . 
inatio ; r 
rie a ppeal to give you plus spring ost inventory 
* and plus profits with mn 
ness 


minimum dollar investment. 


; 1 
* And pleasure boating business, too! 


PLYMOUTH 
TILLER CABLE 


mm C | Excellent cutting and MOTOR STARTER PLYMOUTH 
Til er able abrasion. resistance; oe neeer® * FO°& Sactpmves 
i es ee | exceptional plastic ¢ = . GOLDLINE 
. 8 adhesion to cable —< 
center. 3/16” dia., 


f =f STARTER 
avg. strength - 1,000 OO | 
lbs. Oil, gas, water, | 


weather resistant. Peace — i PLYMOUTH - mia i 
_ DACRON 3 feet, 3/16” dia., Goldline Starter Rope, 


cable lay; wound on smooth wood handle; 
YACHT ROPE packaged 12 ropes to display carton. 6 
cartons (6 doz. 


Weight 10 Ibs. 


ie renee 


ropes) to shipping carton. 


High tensile strength. Elasticity less than half 
that of Nylon, slightly more than 


Manila. 
Resists abrasion. 


For the name of your nearest Plymouth distributor, contact any of these 
sales offices of the Plymouth Cordage Company, Plymouth, Massachusetts. 


296 State Street P. O. Box 10215 323 West Polk Street 70 Sacramento Street 366 Madison Avenue 
Boston, Mass. New Orleans, La. Chicago, Il. San Francisco, Calif. New York, N. Y. 
CApital 7-1134 VErnon 5-7243 HArrison 7-6238 GArfield 1-4709 YUkon 6-9230 
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TAKE A PEEK 


and see how U.S. Steel 
is helping you sell 


in Better Homes and Gardens 
for March 


Here’s a preview of the ad that is kicking off United States 

Steel’s spring Home Modernization Products Program. This ad 

will appear in the March issue of Better Homes and Gardens read by 
7,000,000 potential customers. And it’s just the beginning! 

Look at the back page and see the other big features of 

this tremendous sales-building program. 


TRADEMARK 


HOME MODERNIZATION 
PRODUCTS PROGRAM 
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Brighten your home— 


Modernize with 


STEEL 





Steel in your kitchen 
means color galore... 
and you can arrange 
steel cabinets and built- i 





in appliances in an infi- 
nite number of ways for 




















utility and appearance. 


























Central heating— 
what else but steel! 
And you can get 
combination units 
for year-round air 
conditioning. Look 
for steel in water 
heaters, too! 
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Porcelain enameled stee! bathtubs, lavatories, and wall tile are 
your best buy. Look for chrome-plated steel in soap holders, 
towel bars, accessories of all sorts. 


Steel gutters and downspouts are strong, 
economical—galvanized for long wear. You 
can paint ‘em to match or contrast with 
exterior colors. 


Steel windows give a tight, metal- 
to-metal seal. The free-standing 
fireplace, lamp, furniture, room di- 
vider—more nice touches in steel! 


Steel is for out- 
door living too! 
All around the 
house, products 

| of steel lighten 
. your work, bright- 
en your leisure. 








FREE—16-page booklet, ‘‘What's 

: What in Home Modernization—Facts MAIL THIS COUPON TODAY! 
There'd be no work- ~- 

shop fun without im and Ideas from U. S. Steel’’. United States Steel ¢ 

steel. Steel tools §@) , oom 

hold their cutting fF SA Pittsburgh 30, Pennsylvania 

edges, take all the Please send me your new booklet “What's What in Home 
(Please Print) 


hard use an active Modernization” 
man cangivethem. & | 


Name 





Address 








-facts and ideas from (is8) v» ted States Stee rs 











This free booklet tells you all about 


steel in the home... how to make sure 
you get the advantages and quality of United States Steel 
steel when you modernize. Send for it 

today .. . just clip and mail coupon. TRADEMARK 





FEATURED ON 
UNITED STATES STEEL HOUR 


Commercials showing your product appear on the United 
States Steel Hour on March 23 and April 6. Watch to see 
how we build an image of quality around products made of 
steel—the products you are selling. Each show reaches 
24,000,000 viewers. 


APPEARING ON | LOVE LUCY 


Commercials on daytime TV promote home modernization 
products on the | Love Lucy Show March 3, March 8, 
March 17, and March 31. These commercials are selling 
the extra quality of products made of steel. Each show 
reaches 4,500,000 viewers. 


PLUS — 


CONSUMER BOOKLET 


This colorful 16-page booklet is being offered in Better 
Homes and Gardens and on Television. Its pages are 
packed with information on what's new in home moderni- 
zation products. It’s full of ideas for do-it-yourselfers and 
have-it-doners alike. 


Big four-color spread in THE SATURDAY EVENING POST March 26, featuring home modernization products 
made of steel: Another 12,000,000 readers. That brings our campaign impact up to a total of 85,000,000 


impressions on the buying public. 


Mohit «=©6|6 FREE HOME MODERNIZATION SELLING KIT FOR YOU 


Here’s a complete package of sales helps for you: 

















e big window banner 


2) i® @ eye-catching mobile 


ey 





United States Stee! Corporation 
Room No. 6060 

525 William Penn Place 
Pittsburgh 30, Pa. 


Please send me the free Home Modernization Products Merchandising Kit. 

















HEATING AND 
my AIR 
CONDITIONING 


| @ colorful over-the-wire banners 


e STEELMARK tags and labels to put on your products 
e helpful sales training booklet, ‘36 Ways to Close a Sale”’ 


® plan book that tells you how to use the kit to make the 
most of the Home Modernization Products Program 





-_ BRIGHTEN YOUR HOME — 


modernize with 


products of modern 


A 
~~ 
* 
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If you don't have your selling kit yet... 
FILL OUT THE COUPON 


“AND MAIL IT TODAY! 











How a hardware dealer can earn 
$50 a week extra profit 


F YOU OPERATE a hardware store and have 
IT average to good store traffic, you can increase 
your profits by an estimated $50 a week. No un- 
usual investment is necessary ... no overtime... 
no extra help. 


You can earn this extra profit selling the 
Supreme Versamatic and Versamate—two port- 
able drill attachments that you have probably 
seen advertised many times. Our confidence that 
you will do this well is based on the experience 
of numbers of dealers in all areas. 

There are two kinds of Versamatic dealers— 
the kind that understand the tools and the won- 
derful work they do, and the kind that do not. 
Those that understand generate an enthusiasm 
for the tools that turns into big sales. Those that 
do not understand, stock the tools, then sit back 
and wait for the customer’s inquiry. The inquiry 
does come and the tools are sold, but it is not the 
exciting business it could be. 

Now, here’s the way one dealer who recognized 
the opportunity made a lot of money selling 
Versamatic and Versamate. He thinks that any 
dealer can do this and his recommended selling 
plan follows: 


How you sell them... 


Set up the pilfer-proof Versamate-Versamatic dis- 
play that will be furnished you. Take a portable 
drill from inven- 

tory; attacha Ver- 

samatic or Versa- 

mate to it; lay it 

on the counter by 

the cash register. 

As customers 

come up to pay 

for purchases, 

they will invari- 

ably be interested 

in the tool. Fre- 

quently that’s all 

it takes. The salesman says, ““Did you ever see 
one of these operate?’’ Then he turns on the drill 
and gives a simple demonstration. The customer 
is invited to try it, and in a minute or two the 
sale is yours. It’s that simple. 

Starting with that basic program, the dealer 
can ad lib as he pleases. Some have kept a 2x4 
handy so they can drive and remove screws. But 
that isn’t essential as most customers have been 
pre-sold on Versamatic and Versamate by ads in 
POPULAR MECHANICS, POPULAR 
SCIENCE, and other national magazines. 


How many prospects ? 


It may surprise you to learn that almost 50% of 
your customers own portable drills. What do 
they use them for? In most cases, it is to drill 


holes into which screws are to be driven. The job of 

sinking the screws (the most difficult part) isstilla 

tough hand operation. WiththeVersamaticor Versa- 

mate they can do both 

jobs easily by power. 

So, at a minimum, 

the drill owner doubles 

the value of his tool 

when he adds a Versa- 

matic or Versamate. 

The Versamatic, as 

you know, is a reversi- 

ble attachment, so 

screws, nuts and bolts 

can be removed by 

power. There are 

many side benefits to the tool which help to close 

the sale. For instance, if a customer is known to 

be planning to drill in steel or masonry, he needs 

to reduce the speed for the bits to function prop- 

erly. Versamatic and Versamate both reduce speed 

7 to 1. Likewise, for these heavy duty drilling 

jobs, additional torque is needed. Versamatic and 
Versamate increase torque almost 7 to 1. 


$50 a week profit? 


How many tools can you sell? If you are talking 
about Versamatic, which lists at $14.95, we think 
you can sell 10 a week if you pursue the program 
outlined above. This means $50 a week in profit. 
If you have a great deal of traffic, you may 
double this—it has been done. 

It could be that we are too optimistic. Maybe 
you will only sell 5 Versamatics a week. This is 
$25 profit. Or perhaps you will sell 3 each of 
Versamatic and Versamate (Versamate is $9.95 
list) for a profit of, once again, $25. Either way 
it is excellent business when you consider that so 
little is required of you. 


Call your wholesaler 


For the dealer’s convenience there is a combina- 
tion package (Order No. 6500) that includes 2 
Versamatics, 1 Versamate and a free display. 
Why not order this minimum stock today from 
your wholesaler—and give yourself a chance at 
these extra profits. 


SUPREME PRODUCTS CORPORATION 
2222 S$. Calumet Avenue, Chicago 16, lilinois 
Division of A*S*R Products Corporation 
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AMAZING NEW ACRYLIC 
HOUSE PAINT DRIES IN 
MINUTES! sme 


110 years of technical “know-how.” 


NOW PROTECTING AND BEAUTIFYING 
THOUSANDS OF HOMES ALL OVER AMERICA 


acryli Cc exterior Se 
Ren” PAI NT oe 


Lucas LUCO- -TEX 


Increase Your House Paint Business 207 
Increase Your House Paint Profits 1007 


For complete information WIRE COLLECT 
JOHN LUCAS & COMPANY INC. 


A Great Name in Paints for 





1617 PENNSYLVANIA BLVD., PHILADELPHIA 3, PA. 
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=‘. and all it takes i is 16” on your cou: 
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TUN IMAT 


Cash in on the one-and-only UNIMAT, the amaz- 


ing machine shop-in-miniature that operates f™ 
TEN different tools off a single base! If you VY 


handle any power equipment heftier than a 
quarter-inch drill, YoU CAN SELL UNIMAT! Every- 


body’s a likely customer: the basement crafts- [F Rat ee 
man, the local jeweler, the handy Andy who \s=ssseg] 


runs the TV & Appliance repair shop — all of 
them can use UNIMAT. Thousands of hobbyists 
the world over, and hundreds of companies, 


hospitals and government agencies are work- \@ 


ing successfully with UNIMAT now. It can just as 
easily prove to be a solid profit-builder for you! 


WRITE FOR ILLUSTRATED LITERATURE AND PRICE LIST (eae 


AMERICAN EDELSTAAL, INC. 
DEPT. P.C., 350 BROADWAY, NEW YORK 13, N, Y, 
Went more fects? Circle 128, p, 127 


NATIONALLY ADVERTISED 


"429° 


(including a healthy mark-up for you) = 


An engineering triumph in 16”, 
UNIMAT is a jewel of a tool that will 
perform every conceivable machin- 
ing operation with amazing preci-§ 


sion — tolerances to .0005” when \ 


turning between centers! It con- 
verts in seconds to any of 10 differ- 
ent machines — from lathe to 
vertical miller . . . indexer/divider 

.. drill press . . . jig saw... polisher/ 
grinder . . . tool and surface grind- 
ing machine... threader... circular 
saw ...and portable drill! 


PRICE includes basic lathe unit, 
motor and components for conver- 
sion to drill press, tool and surface 


grinding machine, vertical milling f. 


machine, and polisher/grinder. A} 
complete range of low-cost attach- 
ments and accesories is available, 





Boost your garden chemical sales 
with this new Du Pont program! 


(“4 ‘ 
Attaches easily te 
fo any 
garden hose 





& : 
NE, 
“ & 


The exclusive new Du Pont Sprayer does every garden- 
spraying job. It has three quick-changing nozzles, handy 
shut-off valve, shatter-proof jar. Du Pont advertising will 


feature a combination special offering $2.00 savings. And 
you get a bonus of free Sprayers with each order of ten or 


more cases of Du Pont Garden Chemicals. 
{ GALLON 
4 GALLON 
~ NOZZLE. 


A \\cnn 
NOZZLE 


a a 


























The free Du Pont Garden Clinic Guide helps spot garden 
problems, tells which product to apply, the correct Sprayer 
nozzle to use. Every package of liquid or wettable powder 
in the Du Pont Garden Chemical line carries the number of 
the Du Pont Sprayer nozzle to use. 
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Du Pont brings you a complete program aimed 
at helping you sell garden chemicals. How? By 
bringing easily followed “‘what-and-how-to-do- 
it’”’ information to gardeners when it is needed 
—and by simplifying garden chemical spray- 
ing to a 1-2-3 operation with the new Du Pont 
Sprayer. Read below about Du Pont’s new pro- 
motion program that will build sales for you. 


New promotions help sell 
your customers 





Timely advertisments will tell 
gardeners what to look for and 
which Du Pont Garden Chemical 
to use. 

















Special display materials are 
all designed for promotions 
based on conditions in your 


aD 
= local area. 














Now the new Du Pont Garden 
Clinic Guide is more informa- 
tive than ever. Quantities are 
available to Du Pont dealers 
—free! 








Plus a new generous co-op 
advertising plan 


GU PONE 


"C6 y.s pat orf 


BETTER THINGS FOR BETTER UVING... THROUGH CHEMISTRY 


GARDEN CHEMICALS 


INDUSTRIAL & BIOCHEMICALS DEPARTMENT 
E.1.DU PONT DE NEMOURS & CO. (INC.) 
WILMINGTON 98, DELAWARE 
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The True Temper DYNALITE shovel comes 
closer to being your one basic shovel than any 


Cu Ke mers other in the business. Some customers want 


: the cheapest shovel they can buy—others 
with need a heavier weight. But for 3 out of 5 


ne ve shovel shoppers, a DYNALITE is the best buy 
are: lites and the best value. It’s the most important 


shovel in your store... and heres why 


—_—_———> 
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Hard, smooth, 
free-scouring blade sheds 
dirt faster... slides 
Talcem-y-]atam-t-bi-16 


Exclusive Taper- Forged 
blade and socket make Dynalite 
the perfect combination of 
lightness, balance, strength 


DYNALITE Dirt Shovels 


No. DLR Round point, long handle 
No. DR Round point, D-top 
. DLS Square point, long handle 
. DS Square point, D-top 


Get those other 2 customers, too! 


True Temper’s complete shovel line includes 
the Taper-Forged DyNALITE with tube shank 
for light weight; solid-shank BANTAM and 








Metal is thickest at the Medium thick at point Thinner at edges for light Fox for extra-rugged and continuous use 
shoulders and neck and center, for wear weight and easy penetra- ; 


where strain is greatest. resistance and strength. tion. No excess metal! Plus fast-selling, heat-treated hollow-backs. 
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will buy 


They’re easy to sell! 


Just put a True Temper DyNALITE in your customer’s hand. 
He'll feel the perfect down-the-center balance that reduces 
fatigue; the comfortable, fire-hardened ash handle that feels 
better, wears longer; the hard, smooth blade that sheds dirt 
easier. Show him how Taper-Forging puts metal where it’s 
needed, eliminates deadweight; makes the DYNALITE, pound 
for pound, the strongest shove) made. 

Then tell him the price—and you’ve made a sale to a 
customer who'll come back to the store that gives value. 


More national advertising than ever! 


To back you up, True Temper is doing more advertising to 
consumers in 1960. The DyNALiTe is featured in ads in 





Fire-hardened 
ash handle ts splinter-free; 
Stays fresh and bright 


in your stock 


Turned step 
(0) aes] 01 4-) am iele) dale) (6 ,> 








Life, Post, Better Homes and Gardens, Sunset, Flower Grower, 
Popular Gardening, Progressive Farmer, Successful Farming, 
during your peak selling season. These magazines are read 
by over half the families in your neighborhood! 

Check your stock of dirt shovels now—make sure you’re 
filled in with DyNa tres. Call your True Temper wholesaler 
today. True Temper, 1623 Euclid Ave., Cleveland 15, Ohio. 


TRUE TEMPER. 


your basic line... your money line 
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RECHARGEABLE FLASHLIGHT 
NOW ON TV AND RADIO 


...In key market areas reaching millions 
with the dramatic story that Life Lite® 
Rechargeable Flashlight recharges in 

an ordinary wall socket, in the 
HOME... AND, for the first time— 
recharges, in the cigarette 

lighter of any AUTO! 


LIFE LITE*® SUPER ‘200’ ‘i _ LIFE LITE® GALAXY 
with 200 yard beam— if _” Pocket and purse size 
™ * in pink and gold or 
grey and gold— 


$5.95 


Auto Charge Adapter 


(NOT ILLUSTRATED) 
Life Lite Super ‘200’ Motorists’ Pack—Retail $12.95 


Life Lite Galaxy Motorists’ Pack—Retail $8.95 ; 
Life Lite Super ‘200’ with Carrying Case—Retail $12.95 Up 


FIVE YEAR GUARANTEE 





Tie-in with LIFE LITE® Powerful Consumer Advertising program reaching millions in HOME and AUTO. 
For details write GULTON INDUSTRIES, Inc., Metuchen, N. J. (Alkaline Battery Division) Dept. HA-3. 
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SPECIAL 

 TARGET- 
SHOOTING 
FEATURES: 


- HOODED 4-WAY FRONT SIGHT 


WITH 4 APERTURE DISCS 
(illustrated Above Gun) 











Template and Directions for shorten- 
ing stock to fit shooter’s arm-length. 


) 10 Individually Packed | 
a Wei 
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W TARGET GUN! 


Designed for MARKSMANSHIP TRAINING 


Now with 50-shot automatic feed feature—for more ac- 
curacy—more sales a 1! Successfully introduced in 
NRA’s National Rifle | atches, Junior and Tyro School at 

Camp Perry, Ohio. Approved for NRA 15-foot range 


. use at home and in clubs. Ideal for family fun 
WS and inexpensive target practice. 
Si 


™~ 


re a ae = 
a 


a 


a 


FIRST 


BB GUN 
SHOOTING 


RICOCHET 
SOUND! 


—with or without BBs! 


Brand NEw 850-shot “97’’ makes ®; 2 
real ricochet sound when shooting 2 
BBs—same exciting sound when - 

fired without BBs. A sensational 

sales feature! Western styled. 


‘6 VALUE GUN FREE IN 
SPRING PROMOTION PACKAGE OFFER! 


gy eo ae 


Af. 
(No. 00-6 


(1) No. 99 TARGET S$ 

(2) No. 97 RICOCHET 

(1) No. 25 PUMP GUN 
(2) No. 107 SLIDE A 
(2) No. 94 WESTERN CAR 
(2) No. 102 CUB GUNS 


ORDER “170” 
FROM YOUR 
JOBBER 
NOW! 


FREE *6 Coupon 
with each Package 


Offer Ends May 1, 1960 


With FREE 
STREAMERS, AD MAT 


PROMOTION PACKAGE No. 00-61-0170 3 
: = Shipping Container é 
SRR ce — 





Big Spring Advertising on TV—IN COMICS—BOYS’ LIFE 
é _DAISY MANUFACTURING COMPANY « ROGERS, ARKANSAS, U.S.A. 


PRICES HIGHER CANADA 
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Five $159 Spinning Boxes 


PRE 


With Waterloo’s Three 


Volume-wise, Profit-wise ...the Biggest 
Tackle Box Offering of the Season! 


Here’s your chance to make a Big Bonus on tackle boxes... 
without overstocking . . . without carrying a slow mover. Assort- 
ment B1000 is the cream of the crop . . . the most popular Top- 
Quality boxes in the industry. And the Bonus is unbeatable! 
Five Waterloo Pocket-type Spinning Boxes FREE with every 
B1000 Assortment. That's $8.45 extra...a 50% profit package. 


Order from your jobber NOW while he has adequate stock. 
And for more year-round profits on Tackle Boxes, join the 
full-scale move to WATERLOO . . . merchandisers who want 
you to make money. 


WORLD’S LARGEST MAKER 


‘ OF TOOL - TACKLE BOXES 
u 
WATERLOO VALVE SPRING ~ 


COMPRESSOR COMPANY 
WATERLOO, IOWA 


HU PROFIT $25.60 


«+» AN EXTRA $8.45 


Model 612 Fiberglass out- 
sells all others. 13 com- 
partments. Seamless, 
rounded corners. 2 high- 
impact trays, high visibil- 
ity orange finish. 


Model 516 Plastic-coated 
steel. 6 trays, 53 compart- 
ments, huge capacity. Su- 
perior finish; smooth round 
corners, heavily plated 
hardware, watertight. 


Model 524 Plastic-coated 
steel. 4 trays, 29 compart- 
ments, extra - roomy bot- 
tom. Special 14-compart- 
ment spinning tray. Super 
high-impact trays. Water- 
tight. 


Model 914 Pocket-size 
Spinning Boxes. 14 com- 
partments, 1144” x 4” x 1”. 
Super high-impact plastic, 
lustrous jet black. 


Fastest Sellers 


A Whopping $8.45 Bonus! 


11.07 





8.45 


$25.73 51.33 


Slightly Higher West Coast 
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* Specipicalty 


for OUTBOARDS! 


INVESTMENT OF ONLY I@QQSS 
PUTS YOU IN THE OUTBOARD PAINT BUSINESS. 
HERE’S THE SPECIAL INTRODUCTORY DEAL 


OUTBOARD FLASH DRY BOAT PAINT / Customer operated 


18 ats. asst. colors — black — white @$3.75 list color chip selection 
and fiberglass primer wheel. 

24 pts. asst. colors — black — white @$1.95 list . 
and fiberglass primer 0 ' 

12 pts. Outboard B. P. Thinner @ .95 list lovard 


Total list $125.70 a 
Dealer net cost , 


$ 62 85 | Pant woe: 
_ DEALER PROFIT “62.85 


A NEW LABEL — A NEW PAINT 
that Flash Dries ready for launching within minutes. 


OUTBOARD FLASH DRY PAINT 

enables you to offer your customer an entirely 
new concept in boat finishes. It goes on like 
paint, flash dries in minutes to a glossy finish 
that gives unsurpassed protection for either fresh 

or salt water craft against sun, weather or water. 
OUTBOARD B.P. FIBERGLASS PRIMER 

A special primer mode especially for insuring & 
perfect bond between fiberglass surface and fin- ™ 
ish coat. Forms firm “toothy” surface for maxi- Be 
mum adhesion. 


ri 





Free space miser silent salesman wire 
rack. $25.00 value. Only 36” high, 19” 
wide and 14” deep. 





Gentlemen: 
Send my order for your introductory offer including free 
rack and other point-of-sale material. 








Featured in hard hitting ads in these 
national magazines: 

Complete supply of point-of-purchase 
merchandising aids, window displays 
and in-store banners, envelope stuffers, 
and newspaper mats available to deal- 
ers on request. 











Authorized Signature 





Factory and Genera! Offices at 


Marblehead Division 
VIVAS 657 PLEASANT STREET. NORWOOD, MASSACHUSETTS 
: In Canode: WILBUR & WILLIAMS, 7920 16th Ave., Ville St. Michel, Montreal, 38, P.Q. 
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MORE WATER col LER SALES 


& 


WITH NEW QUALITY LINE 


Backed by Half Century of Experience —Here is the line of water cans 
olale Maelo) (16 Mitel Mel -ih ee Mal-hv mE \(elalelelae Me) Mellel is coecelsleMteih 2-1 0h Zell MoMe | ¢-1o) Malay 
profit opportunity. It's Bulls Eye water cans and coolers by Thermos, the name 
WZelUimuatl\(olil-1e ME (neh mmelme <<) ellale Male Mlsllale Lie melilemaclleM illite Macon 

Check These Sales-Building Features— Outstanding resistance to rust and 
o(=1f-lalelgelilels Mam el gaticleoli-to ME t[o(ctMmelelo MES ia-lalelisMmiale)cre//oMmelel\2els\p4-1o ME lie mela 
nontoxic. New lid construction features reverse draw process for extra rigidity, 
Teli laslalohict Me iilels oM-lelel-t We sleliei mel Mist we olge)i-la(-leMelelel sim iigellsmelsem ela-tel celel- 
UTA MESt] ©) slola Mo) ME a-1(0)(-5 aml ol lola ME la ME lol del-1 Mr 1p4-. 0 (<1 0) (ela-\o]o)|-ME lel Va-1i Mel Maelo) (11 
models.have distinctive design—fully recessed yet easy to operate even when 
i -te lalate Mal-leh a ame] (ent 3 

Stock and Sell the Complete Lise —The Bulls Eye line includes both 
Si felstelel ge MaelslMrelsle Maelo) (le Mi(el-lole Mel (am) olela Elli!) (ol ile) Mel MR 7-11 Mol Meal ol-igel leh 
insulated Heavy Duty coolers, available at only slightly extra cost—the lowest 
olgla-te Maelo) eel Mi Miles <-1aMlil-g-Mela-Mib 4-1 hie) @-\7-1m Mil-1-1- Mn Gite) a-Meo) Me) 1-1, Ne) 
closed lid styles. Stock up now. 
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WATER CANS AND COOLERS 


THE AMERICAN THERMOS PRODUCTS COMPANY, NORWICH, CONNECTICUT The Spotlight of Leadersh 
Other plants in Anaheim, California, and Macomb, Illinois 
Canadian Thermos Products, Ltd., Toronto *« Thermos, Ltd., London 


Js on Products by 
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To help us (and you) celebrate 
Marlin’s 90t« Anniversary, ads like this will 


appear during 1960 in: 
Afield « Fur, Fish G Game « American R 
Sport « Guns & Hunting « True Argosy « 
Lifes Farm Jou ynale Successful Farminge Popular Science : 
& Mechanics e Mechanix Illustrated « Sports A field Annual e True Hunt 


Field & Stream « Outdoor Life « Sports 
ifleman « Guns « Guns & Ammo « Gun 
Cavalier « Saga « Climax Sport « Boys’ 
Popular Mechanics Science 
ng Yearbook 








MALIN MODEL COLDEN A> lubuler magazine helds 2° Shorts, Longs or 
18 Long Rifle 22 cartesiges fined wrap weivels. fine wainwt mock. revenwer drilled aad 
tapped for standard reorcer peep wgitts and for adapter base for mop) mownt (preached 
wah rifle), guid-plated triggtt. sutematx wde epetten. Preed +f $79 9*, only 48.00 
divas ander Maria Pay 1 ster Plan 








MABLIN MODEL 56 LEVERMATIC : | ctuwwre shortstroke acthon ) shot clip maga 
pnt Auiomat« ude epection, wind op fece:wer for low ope mounting. packed wath 
adapter base for t and top mounts, Bushep-stvie stock of finest waleut. 22° Sued 
taperod barre! of iat Anaiyws Ordnance Steet. Preed of $44 9°. only 35 down 
amder Martin Pay 1 ater Plan 
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MARLIN MODEL 5S? LEVERSIA TIC: The = tubuler-feed vermon of the Mode! %4. 

enh « capscety of 25 Short, 20 Long of 18 Long Rifle cortruiges Mas of! quality features 

of Made! % With Marlin Mare Vue 4K Soupe. « « « favorne of weasoned shooters 


Precd a $49 94, only $5.00 down ender Marion Pay-1 ater Plan 
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MARLIN MODEL $7-M MAGNUM LEVERMATIC Chambered for the rev otuton- 
aty new 2) Magnum Romdfire cartridge. thes Marhn offers 160-yerd varmunt shooting at 
jews thar Of 4 shot’ With ail the quality features of the Moda; $6 end Model $7. 4 s 2 
rea! Huy at $94 95 only $5 00 down ander Marhn Pay-tater Pen ; 


Fr 7 Ge ot a me ae 
e Marin Firwerms Compony, ?.0. fox 995. Hew York 8 Y. z 


Please vend me the new Marlin Mustraed ¢ 
in full color, plus Martin Sighting-in Guide and 


: less 
wear ind ’ 


accuracy ! 

Most rifles t day 
that old-time Marly Only today’ 
Marlin has Micro-Groove Rifling fe 


iT¢e barreled hke 


modern key to hiek 
<> ivi r r ’ 
; en curacy! See the 
of Marlin 7%. 
acnon, bolt-action and 


complete line 
lever 


se 7M} aulomaty 


at vour fa, Tite . 
| te sporting goods store 





Fike fw Bs, 


Only Marlin 


Manual ivaive $1 00). | enclose 2%¢ to cower han- 
ding and maliny 


NAME 





ee aaa 


ADDRESS j | 
Poe em IE eT 


has Micro-Gr cove, Marlin Firearms Co., New Haven, Conn., U. S. A. 


Prices subject to change without notice F ; 
3 Please send me all Marlin trade and consumer price 


lists, and your new 4-color 90th Anniversary Catalog. 


— nm = ee ee 
Se mane 
ee 


$e A _— 
eS oe 
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REMEMBER, when it’s profits ; 
you’re hunting ' 
‘You can’t miss with Marlin!” i 3 





Store Name 
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three honeys !... 


% . ‘oy , . 
» we : + * 2. 
eK ’ y aay - x ‘ 


Giant model of 
the sensational brand-new 
SWIMMERSPOON 


® Patents Pending 
$1.50 each (retail) 
(Sizes 2%", 244", 2%") 


Giant model of 
the great world-leading 
FLATFISH 


Flyrod Sizes—$1.20 each (retail) 
Regular Sizes—$1.50 each (retail) 


Giant model of 
the superb surface lure 


FISHCAKE 


No. 7 Spin Model (above) $1.35 each 


Nos. 9 & 11—$1.50 each (retail) 


(Tax included in all prices) 


SWIMMERSPOON-the revolutionary new metal spoon with Action—brings your cus- 
tomers another great fish-catcher to join the world-leading FLATFISH and the surface-cham- 
pion FISHCAKE ...to give your customers THREE GREAT LINES OF HELIN FISHING LURES! 


SWIMMERSPOON 


It took me 17 years and thousands of 
hours to perfect this great Metal 
Spoon. .. . It has terrific action (like 
the Flatfish) . . . and it’s a superb fish- 
catcher! ... 1 caught 38 bass in 5% 
hours—best | ever did on that lake. 
Pike, wall-eyes and all trout also go 
for it! ... Casts twice as far as wooden 
or plastic plugs—and without a 
sinker and against the wind!. .. Like 
to catch fish? ... Then buy a basketful 
of Swimmerspoons! C.H. 


FLATFISH 


No other lure duplicates Flatfish’s 
smooth but lively swimming action 
on slow retrieve! . . . That’s why it 
catches more fish! . . . That’s why it 
continues to be the world’s best- 
selling lure—with over 23 million 
sold! . . . Its small treble offset- 
hooking readily fastens to easy- 
striking, nibbling or mouthing fish... 
Ideal for spinning, trolling and bait- 
casting, and effective throughout the 
day. ... Every fisherman should have 
a Flatfish assortment in his tackle 
box. C. H. 


add SWIMMERSPOONS and 
FISHCAKES to your order 
for FLATFISH this year! 


FISHCAKE | 


Amazing, lightweight, aluminum, 
bubble-throwing Balanced Spinner 
gives Fishcake the most lifelike sound 
of a living animal trying frantically to 
hurry to safety... . Easiest retrieve or 
pop leaves trail of bubbles in calm 
waters. . . . Heavy popping in waves 
draws bass from depths, even on 
hottest brightess days. ...On sucha 
day last summer, my youngest son 
(12 years) landed a 6%-pound bass. 
. . . Once you try Fishcake you won’t 
be satisfied with less than 3 sizes in 
assorted colors. C. H. 





of my 52-page Fishing 
Handbooks to give your 
better customers, they are 


If you want a modest number 


yours for a letter or postcard! 


Charky Whine 


HELIN TACKLE COMPAN Y 


Manufacturer of World’s leading Fishing Lures 


4058 Beaufait ° Detroit 7, Michigan 


Want more facts? Circle 137, p. 127 
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Whatever They Ask For... 


OU'VE G6 
..- in the COMPLETE 
Columbian Line 


Customers can’t ask for what you haven’t got—when you 
carry the complete line of Columbian rope. Columbian 
makes everything from a ball of household twine to ropes 
that haul in whales! Along with display merchandisers, 
attractive packages and extensive advertising! 


™ MANILA ROPE 


A AAA ALIAS > cn 


Columbian Colpack Manila or Sisal Rope in 25 Ib., 50 tb., 
75 tb. and 100 Ib. Cartons. The package that brought rope 
out of the back room and onto the selling floor. You can carry 
nine sizes ((," to %" diameters) with a minimum inventory. 
A hole in the top of the carton permits you to sell Columbian 
Pure Manila Rope in as many feet as the customer asks for — 
you can also sell by the carton. The Colpack keeps rope clean 
— is easy to store — and gives rope maximum visibility and 
sales-appecl. 


Columbian Standard Coils of Manila or 
Sisal Rope. All sizes of rope in standard 
Pick-Me-Up Merchandiser. The Pick-Me-Up adds coils of 1200 ft. Half coils of 600 ft. The 
self-service to rope merchandising. Disploys 50 most economical package for the dealer 
ft. and 100 ft. Columbian Manila coils pack- who sells cut lengths in larger quantities. 
aged and ready to go. Rope in 4", %”, V2" 
diameters. Pick-Me-Up takes less than 4 sq. ft. 
of floor space. 





Merchandiser #57 shows Columbian Colpack Rope 
in a variety of sizes. Rope feeds through guides 
to simple, accurate measuring device. The #57 is 
542” long, 442” high, 234" deep, has 12%” 
sign on top. 


Columbian Nylon Rope on wooden reels. These 
reels allow you to stock, show and sell Nylon 
rope in the same convenient packaging you 
have with Manila rope. Pure white, waterproof, 
rot-proof, and with extraordinary tensile 
strength, Nylon will appeal to the customer 
who is looking for o strictly premium rope. 


COLUMBIAN Rope Company 


Auburn, “The Cordage City”, New York 
Want more facts? Circle 138, p. 127 
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TACKLE BOXES MINNOW BUCKETS 


Display Rack Assortment 


No. 1234 


EYE-STOPPING 
3-COLOR SIGN 











HOLDS 9 


Warsabty 


TACKLE BOXES 
AND 3 
RUC , 

MINNOW BUCKETS 


RACK REVOLVE 
ON SWIVEL 
FOR FULL DISPLAY 


OF ALL ITEMS 


(MARKSMAN = , | 
NEW 20 SHOT BB 7 | DISPLAY RACK | 
E 























REPEATER AIR PISTOL <a: wag 


HEAVY STEEL WIR 





Model MPR_ .177 Cal. 





oo OR : een 
And Only Bo kerni _-coeees) YOU PAY ONLY REGULAR 
moose of | DEALER PRICE FOR ASSORT. 

| 1 Wo. 524 
© Only BB Repeater that shoots pellets, BB's and darts. _ \wee7 | MENT ($89.45). YOU RECEIVE 


1 Wo. 852 : 


e@ Balance, weight and feel of a service automatic. & No. 831 FREE THE NEW $25.00 RACK. 
e@ Lifetime power built in. No CO’ cartridges needed. | 


» Handsome gift box with generous supply of ammo. Assortment shipped 


Write for catalog on Pistols, Pellets, Darts 


(MARKSMAN PRODUCTS 


Division Morton H. Harris, inc. 
Los Angeles 25, California 


direct, order from 
your favorite jobber. 


MARKSMAN air gun PELLETS ae 
fit ail makes of air pistols, rifles. FALLS CITY DIVISION 
.177 & .22 caliber. From 70¢ Retail. Stratton & Terstegge Co., Inc. 
Senge 5 P. O. Box 1869 . Louisville, Ky. 
Want more facts? Circle 139, p. 127 Want more facts? Circle 140, p. 127 
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ot gb RIES: Ty 


Croees:t hay gap between Fisherman and Fish! 


om fazrmmous waters 
ee a a 


Centennial 


aneunetiiil Soll more FEEL—more FUN f 


First of the American-type 
spinning reels—first in de- 
sign, first in performance, 


Johnson CITATION Now, sell the new dimension in fishing .» sell 


The big-capacity spinning 


reel that turns the mean- the reel that “closes the gap between fisherman 

Johnson MAGNETIC and fish.” Combines the spinning reel and the 

set mearete, orgs casting reel. The Johnson Centennial actually 

spools. ifetime guarantee is a spinning reel on the cast .. . it is a bait- 
casting reel on the retrieve. Gives spinning ease, 
casting power. Add exclusive Duo-matic drag 
and you’ve got the dream reel—simple, power- 
ful, sensitive to every move a fish can make. 
Sell it, you sell the best! 


THE DENISON-JOHNSON CORPORATION 
MANKATO 7, MINNESOTA 


Want more facts? Circle 141, p. 127 
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For faster sales, easier profits, sell the Lyman line! 


Want more facts? Circle 142, p. 127 





ALUMINUM « FIBERGLASS ¢ STEEL ¢ QUALITY-BUILT BOATS 


SEA LARK 
(A-1580) 


SEAMAID MANUFACTURING CO. 


A 1960 SEAMAID 
DELUXE ALUMINUM BOAT 


FIBERGLASS BOATS BY SEAMAID 


Are distinguished by their modern design, one 
piece leak-proof hulls and long life. Deluxe 
models have 62 and 66 inch decks, double bottom 
construction, windshield, steering wheel and 
upholstered seats. 


Steel Seamaid boats include both small flat fish- 
ing models and the larger sizes with Vee bottom 
construction. 


Send for complete literature today 
and the name of your nearest jobber. 


Want more facts? Circle 143, p. 127 
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* Kendalivilie 3, 


GREATER VARIETY 
WITH SEAMAID IN 1960 


Is yours with a choice of more than 
17 new models to sell—from 3 sizes 
of John Boats for fishing and hunt- 
ing thru the brand new comfortable 
and roomy fiberglass 17’ Sea Hor- 
net, and Seamaid’s deluxe alum- 
inum Sea Lark with full lapstrake 
bottom construction, 58” deck, 
windshield, upholstered seats and 
two tone color combination. 


QUALITY CONSTRUCTION 
THROUGHOUT 


Seamaid aluminum construction 
means; 1. Fabrication of heavy 
duty rust-proof aluminum through- 
out. 2. Double riveted hulls for 
water-tight integrity and durabil- 
ity. 3. Pressed-in spray rails. 
4. Styrofoam flotation and solid 
Oak motor mounts. 


PRICED FROM $121.50 


ind. 





sales in sights and scopes! 


. «» the broadest line of metallic sights: » « « quality scopes priced for fast sales: 


the best receiver and front sights made — and the best-known of all. All-American Scopes now in 242 * 3°46 8 10 power —all 
One or more combinations for just about every rifle— and any kind remarkable values for the price: needle sharp and bright, rugged, 
of shooting! fog-proof, and precisely adjustable. Made to last, engineered to stay 
Sell these popular performers! Each one is alone in its class — backed trouble-free. And there’s a set of sturdy, compact Tru-Lock® mounts 
by the Lyman quality tradition and the biggest promotion ever. for many popular rifles to make tie-in sales a breeze. 


Cash in on the surplus rifle bonanza: Lyman has the front and rear Get set for the varmint trade: All-American 8- and 10-power scopes 
sight for every surplus Springfield, Enfield, Mauser! with adjustable objective-lens focus sell on first sight! 


& F @ :: 


bead sights target front sights folding leaf sights shotgun sights 


— 
THE LYMAN GUN SIGHT CORP.. MIDDLEFIELD. CONN 


Want more facts? Circle 142, p. 127 





TRADEMARK 


MONOFILAMENT 
SPINNING LINE «4 
and LEADERS 7% 


give fishermen everything they want! 


It's .. . EXTRA strong . . . EXTRA thin . . . EXTRA 
limp ... ‘‘stretches’’ less than standard 
monofilament! 


It's ...the line your customers will ask for! 


Order Stren Spinning Lines and Leaders 
from your Jobber NOW 


Spooled and distributed by 


AUTHORIZED AGENT 


for Du Pont 


Stren’ 


MONOFILAMENT SPINNING LINE 
| FRICES ‘a | and LEADERS 
Want more facts? ‘Circle 144, Pp. 127 
HARDWARE AGE, March 24, 1960 © 57 





PERFECT 
FOR PRO 


EE sat 
ke bookte's 
pares 1 oll about 


choke devices 


FREE 


counter iy > 
o help 


in installer plan! 


Want more facts? Circle 142, p. 127 





WRIGHT & MCGILL 


CaAGLE CLAW Hooks 


TRADE MARK REG. U. S. PAT. OFF. @ 
SNELLED HOOKS Jan ee ne 
 Weionr ee AND HOLD” 


4 


e Ot ving aMiRiCan ..,, Gilg 


/ 1) LOOSE HOOKS 


Packed in handy, 
pocket-size clean 
plastic boxes 


No. 31 “EAGLE CLAW” Plain Shank 
Snelled Hooks 


No. 1000 
No. 1000 Display 
holds 100 plastic boxes, 
Designed to load with 
4 ) , = ww 2 styles of 5 sizes 
No. 139 “EAGLE CLAW” “BAITHOLDER” eh By Oo he each. 
Snelled Hooks se : 
No. R.R. 
Rotary ow Also packed 
Rack Free | B 100 hooks 
with the 7 Gule H to a box 
purchase 
of 6 | Send for Free 1960 Dealer Catalog 
gross of a> r~ fm - an ~ 


yo 3 a a e.. oo ce ‘McGILL co. 


Hooks “Dr. Box 518-HA, ra Station, Denver 8, ¢ 


Want more facts? Circle 145, p. 127 
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as tie-ins on new shotguns! 
as additions to shotguns now in use! 








rgunners shoot the works when you show 
the Lyman line of choke devices — the best 
known, best advertised, best all-around! 


Your profit—a full 334% on every sale! And 
Lyman choke devices are so easy to sell — because 
each one is backed by thirty-one years of choke 


Cutts Compensator® — the original choke device 
— famous for perfect patterns even at extreme 
short or long range! Here’s an item that keeps 
your customers coming back for more — sell’em 
up to 7 Comp® Tubes and Adjustable Tube. 
Cutts Compensator improves any single-barrel 
12-, 16-, 20-, 28-gauge or .410 bore. 

With one tube, $16.25. 


know-how and quality production— and because 
each one benefits from the most extensive con- 
sumer advertising campaign in the field. 


You need k no inventory! Best of all — your 
nearby jobber-installer keeps inventory — makes it 
his business to provide prompt installation service. 


New LymanCHOKE® — Sell the best adjustable 
choke for less! LymanCHOKE outperforms all 
other adjustables — is consistently first in tight, 
killing patterns. Available for 12-, 16-, or 20- 
gauge singles. 


Only $12.50 — with Recoil Chamber, $14.95. 


Write for list of nearby Lyman jobber-installers. 


RELOADING EQUIPMENT + SIGHTS + SCOPES * SHOTGUN CHOKES 
: A o r 


THE LYMAN GUN SIGHT CORP 


Wipieaalanien 
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— - W STRIP-SHIELD 


MASKING PAPER and ADHESIVE TAPE combined 








Another profit-making item 
to sell whenever you sell paint 


Leaves sharp, clean paint line — speeds 
up painting of mouldings, windows, 
screens, doors, frames of all kinds. For 
all paint separation jobs. Box size 842° x 
2%" x 2%" — 12 in display as shown. 
Strip-Shield measures 8" x 30° — 

sells for 98¢ 


MADE BY 


The LEONARD COMPANY 


Dept. B, 


in the usual “SUPER” displays that sell— eee 


FOR BARGAIN-HUNTING CUSTOMERS 
Three times the 98c size for $1.98 


Box size 82” x 4" x 4” contains large roll 
of Strip-Shield measuring 8° x 90 — 
three times the value — sells for $1.98 


Want more facts? Circle 146, p. 127 


506 3rd St., Des Moines, lowa 


Makers of: Roller-Trim, Crak- 
Seal, Painter’s-Pal, Trim-Guard, 
Screen- Painter, Plaster - Stik, 
Pipe-Seal, Paste-Bak, Smoothy. 


FREIGHT ALLOWANCE 
An. order of any one, or combi- 
nation of any of Leonard’s 10 
Profit Items totalling 100 
pounds or more, will be shipped 
freight prepaid. 
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in reloading equipment sales . . 
THREE, FOUR, FIVE! 


easy as ONE, TWO, 


Are you getting your share of the big reloading 
business — where sales have shot up 600% 
over the past five years? There are 2,000,000 


q Easy profits in the best- 
selling Lyman Reloading 
Handbook 


- Set it up in its own dispenser- 


display — here’s a point of sale 
item that sells itself! Many deal- 
ers now sell several dozen copies 
of this “reloader’s bible” every 


_ week! 


reloaders at present with more joining their ranks 
every day. Every type of shooter is a potential 


reloading customer. 


Want more facts? Circle 142, p. 127 


Sew up sales by display- 
ing the Handbook of 
Cast Bullets 


New — and moving fast — the 
only complete book on bullet 
casting and bullet development 
through history. Together with 


' the other handbook it sells the 


complete reloading idea — make 
a profit and win a lifelong cus- 
tomer every time you sell a book! 





DRAPER-MAYNARD SPORTS EQUIPMENT 


Ine is best! 


Just like “too many cooks spoil the broth’—the more sport- 
ing goods lines you have, the more headaches! More costs, 
too! You save when you stock and sell the one complete line of 
sports equipment your customers know . .. Draper-Maynard 
and MacGregor golf and tennis. You reduce inventory head- 
aches, brand confusion, duplication of orders, effort and paper 
work. In their place you get a complete line, with quality 
assured, quick delivery, faster turnover and higher profits. 
Get the full story. Write today for complete information, cat- 
alogs, and name of your nearest Draper-Maynard wholesaler. 


DRAPER-MAYNARD SPORTS EQUIPMENT 


a division of The MacGregor Co. 4861 Spring Grove Avenue, Cincinnati 32, Ohio 
Want more facts? Circle 147, p. 127 
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Quick profit in Lyman Ammunition- Maker Kit 


The only set of its kind —casts bullets and reloads ammunition — in 
choice of these 16 popular calibers: .222Rem., .244Rem., .243 Win., 
257 Robt., .270Win., .308Win., .300Sav., .303Brit., 30-06, 
.30-30., 38 Spec., 35] Mag., .44 Spec., .44 Mag. 45 Auto., 
AS Colt. Packaged for counter -- ed it’s a natural gi t item — priced 
to sell fast at $24.95! 


A See Oe 

4 Fast turnover on the big items 
Lyman presses, dies, bullet moulds move fast 
— they're priced right — packaged for 
customer appeal and backed by biggest 
advertising campaign ever. Here’s the only 
complete line of reloading equipment on the 
market! 


5 The reloaders return 


Now and forever — they go on buying —- at the average rate of $16.00 
per month on supplies alone. — month after month! 


RELOADING EQUIPMENT + SIGHTS + SCOPES + SHOTGUN CHOKES 


ie 


Spey 


a SA; y % . . 
¥ SR zy “% a Yer: 
Want more facts? Circle 142, p. 127 








Zinsser shellac finishes for 
a convenience-minded public... 


4 


~ ¥ - 
oi»? 1us ETE 
sees Hi vy eve 


A® 5 

4 te 
pore BEN | 

j rpose A , 5 Bag 

/ 5 4 

4 
PRIPAER ded 
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govshiongg mel elgg’ 


| SEALER 





"e ia ye . 


SEAL LER® — primes, 
seals and kills 
stains all in one 
coat, saves hours 
of painting time, 
dries ready for fin- 
ish coat in 45 min- 
utes. 


TRIMLAC®—the all- 
in-one-day finish 
that gives na 
or stained wood 
neling a waxed, 
and-rubbed look 
-- without rubbing 
or waxing. 


SHELLAC — the all- 
purpose clear 
spray. Use for 
worn floor areas, 
stair treads, arts 
and crafts. Ideal 
for sealing plaster 
patches. 


‘ spay ge ae 
LST 4g 
Ree OE tp TA 


READY-TO-USE 
SHELLAC—in wide- 
mouth cans. No 
. Full in- 
structions for 
user on the 
container. 


iron 1 
work, base bende 


BULLS EYE® SHEL- 
LAC — standard 
weight in easy 
pouring oblong 

can, the first 
choice of crafts- 


ware, wrought- men and top pro- 
fessional floor fin- 
ishers. 


..- AND FOR PROFIT-MINDED DEALERS: sold only through paint and hardware stores. 
Three items fair-traded for your protection. Superior shelf life . . . reduces inventory 
problems. + BACKED by national advertising in AMERICAN Home, PoPULAR ScIENCE and 


AMERICAN PAINTER AND LECORATOR « 


your consumer trade. «+ FULL INSTRUCTIONS on containers. . 


FREE “How-To-Do-It” Folders available for 
. save your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 


516 West &9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, illinois 





a miley lati ate = 
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OUTBOARD MARINE: POWER FOR WORK, POWER FOR FUN 


there's an 
exciting 


tory 





S 
behind this 


It’s a story that goes from Mid-West- 
ern lakes and a mid-winter tent in 
Wisconsin, to the Canadian woods, 
and, finally, to you with gasoline can 
in hand. 


Two men and a tiller...in 
the dead of winter 


We first see our gasoline can sharing 
a tent with two men in Wisconsin. 
Outside, icy winds howl and the tem- 
perature is way below freezing. The 
two men are not campers, hunters, 
or fishermen, but engineers from 
Outboard Marine’s Midland Com- 
pany. Their job is to test a Midland 
gasoline-operated rotary tiller on the 
heavy, tough Northern soil. But why 
test it in Wisconsin during a near- 
Arctic winter? Because Southern soils 
are too light. Nothing but actual tests 
on the rugged and heavy Northern 
soil will satisfy Outboard Marine. The 
Midland rotary tiller passed every 
test. Then, and only then, was it ready 
to go on the market. Every Outboard 
Marine product must pass tests under 
the most rugged conditions of use. 
The real value of an Outboard Marine 
product is the satisfaction it provides 
its user. 


Woods-tested and 
woods-tough 


Let’s shift now, with our gasoline can, 
to the timber country of northeastern 
Canada. There, tough-as-trees lum- 
berjacks were given a new gasoline- 
powered chain saw. “Give it the 
works,” they’re told. They did. With 
it, they cut the biggest trees, even 
frozen hardwoods, in the coldest 
weather. Made it stand up and take 


can 


the toughest punishment. Improve- 
ments and new features were added 
... based on the loggers’ suggestions 
and criticisms. Finally, when it out- 
worked the woodsmen themselves, 
the Pioneer Chain Saw was ready to 
go to market and into the woods... 
far from repair shops and trained 
mechanics. 


Black Mondays in 
Waukegan 


Now, our gasoline can sees a complete 
contrast to logging country and near- 
Arctic wilderness. It goes to the pleas- 
ant, lakeside city of Waukegan, Illi- 
nois, halfway between Chicago and 
Milwaukee. But, Monday can be a 
bad day for certain citizens. Every 
Friday, hundreds of employees take 
Johnson outboard motors... stand- 
ard models ...from the employees 
motor pool. During the weekend, they 
use them for water-skiing, for fishing, 
and for cruising. And, it’s a Black 
Monday, indeed, for the engineer or 
inspector responsible for a component 
part that’s failed...and spoiled a 
weekend’s fun. “What kind of a 
wingus-dingus do you cali this?” “This 
is engineering?”’ It can be very dis- 
turbing. Scenes like this occur also 


at the Evinrude plant in Milwaukee, 
and at the Gale plant in Galesburg, 
Illinois. Outboard Marine has found 
that the real test of its products is their 
ultimate use by people. 


$2,000 to cut a single 
blade of grass 


Our gasoline can isn’t always out- 
doors. Sometimes, it goes indoors to 
Outboard Marine’s research labora- 
tory. Here, the lawn moves, and the 
power mower remains stationary. In 
the winter, grass is grown indoors in 
flats. The flats are then placed on a 
conveyor belt which passes under- 
neath a LAWN-BOY® power mower. 
High-speed movie cameras film the 
action that occurs when cutting blade 
meets grass. The cost—more than 
$2,000 to see the cutting of a single 
blade. The purpose—to see what hap- 
pens when the cutting blade turns at 
various speeds. Too slow a speed— 
the grass merely bends and whips 
back erect after the blade has 
passed. But, at the right speed, 
the blade neatly shears the stem. 
At other times, the gasoline can 
goes outdoors to test strips. There, 
Lawn-Boy engineers cut all types of 
grass under all kinds of conditions. 
As a result, a LAWN-BOY® power 
mower cuts quickly and efficiently at 
precisely the right speed without wast- 
ing power. And, it takes tough terrain 
and tough grass in its stride. 


What is the goal? 


There is only one goal in mind. That 
you, and millions of other Americans, 
can live, work, and play better out- 
doors with gasoline-powered products 
of Outboard Marine Corporation. 


OUTBOARD MARINE Makers of Johnson, Evinrude, Gale Buccaneer, (utboard motors ¢ Lawn Boy Power Mowers e Midland Power Garden Tools ¢ Pioneer Chain Saws ¢e Cushman Utility Vebicles 


Want more facts? Circle 149, p. 127 
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ONLY PERFORMANCE 
DETERMINES THE VALUE 
OF AN 
OUTBOARD MARINE 
PRODUCT 


Anybody can talk up a storm about a product. Talk is cheap. But, talk is 
no substitute for the vast amount of engineering and manufacturing 
“know-how” of Outboard Marine Corporation ...available to each of 
its divisions. Talk doesn’t back the Outboard Marine research program. 
Dollars do, and lots of them. Talk doesn’t replace the testing every Out- 


board Marine product must undergo. 


That’s why we’re not making any claims about our products in the new 
series of Outboard Marine corporate ads. Instead, we’re laying the facts 
on the line to 17,000,000 readers of TIME, NEWSWEEK, U.S. NEWS 
& WORLD REPORT and THE NEW YORKER. Straight-from-the-shoulder 
facts about the testing, the research, and the developments in gasoline- 


powered products that are part and parcel of Outboard Marine Corporation. 


To us, the significant value of any Outboard Marine product 


is the performance it provides its user. 


OUTBOARD MARINE CORPORATION 


Want more facts? Circle 149, p. 127 
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HERE’S A NEW 


PITTCHLOR 
PACKAGE 


NEW SIZE 


... fifteen ounces 


NEW 


CONTAINER | 


...an unbreakable | 
polyethylene bottle 


NEW 
DESIGN 


...1in bright, full color 








Now you can offer Columbia- 
Southern Pittchlor in a com- 
pletely new package. The 
fifteen-ounce size is ideal for 
the fast growing plastic pool 
market. And the sturdy, un- 
breakable polyethylene bottle 
is so convenient to use. The 
new design is a big sales help. 
You'll find the PITTCHLOR 
fifteen-ounce unit an attrac- 
tive, attention-getting money 
maker on your shelf or counter. 

Ask your distributor to show 
you the all-new PITTCHLOR 


package. 


PITTCHLOR®—Granular cal- 

cium hypochlorite, for rapid 

release of 70% available chlo- 

rine. Kills chlorine susceptible Brightly colored carton makes 
algae and bacteria. Available an attractive shelf display, neat- 
also in 3% lb. and 5 bb. re- ly holds a dozen bottles. 
sealable cans, and in 100 lb. 

drums. 


A tablet form, too: 


PITTABS®—Compressed cal- 
cium hypochlorite, Pittabs 
provide a continuous and uni- 
form supply of 70% available 
chlorine for up to 18 hours. 
Available in 3% Ib. resealable 
cans and 100 lb. drums. 


columbialsouth. “n 
chemicals 


COLUMBIA-SOUTHERN CHEMICAL CORPORATION « A Subsidiary of 
Pittsburgh Plate Glass Co. « One Gateway Center, Pittsburgh 22, Pa. 
DISTRICT OFFICES: Cincinnati « Charlotte « Chicago « Cleveland 
Boston « New York e« St. Louis « Minneapolis « New Orleans « Dallas 
Houston « Pittsburgh « Philadelphia « San Francisco 
IN CANADA: Standard Chemical Limited 

Want more facts? Circle 150, p. 127 
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‘MORE SPORT ! 
MORE SALES ! 
with hed/und 
WINTER SPORT 
EQUIPMENT 


M@ Long famous 
for quality on the 
nation’s ski trails, 
Hedlund is aname 
earning equal pop- 
ularity among to- 
bogganing fans... 
the sled set...and 
hockey players. 
..Write for your 
new Hedlund cat- 


alog...order soon! 


‘ 


¢. 
Wf | 
+ % \ 
\ve see \ 
Satin 


mo" ane | 
\ 




















1 hedlund TOBOGGANS...selected hardwood 


..extra heavy runners...available in seven sizes. 


@ hediund SNO-BOGGAN... combination 
child’s sled and toboggan... 40 inches long, 
15 inches wide. 


3 The American Sled...beautifully varnished 
hardwood body with fully turned up safety 


runners ... lengths from 
36 to 55 inches. 


4 hediund HOCKEY 
STICKS... four styles 
in choice hardwoods... 
complete range of lies 
and lengths. 


ih 
= | 
| 


oO 








| 
| 
hedlund MANUFACTURING COMPANY 


NOKOMIS, ILLINOIS 
Want more facts? Circle 151, p. 127 
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Boy's 26-in. Model No. K-1653 
Mm Girl's 26-in. Model No. K-1663 


Re aR 


NE 
AMF ROADMASTER 1960 J 


26 and 24-inch boy’s and girl’s models. News about the 1960 Jet Pilot travels faster than 
the speed of sound. Already, it’s the bike that kids will go to any lengths to own—shoveling 
snow, mowing grass, maybe even improving their manners to get Pop into your store with the 
cash. Red alert! Check its exciting features, order now and stand by for a jet-assisted take-off 
in your sales! New slim line tank with built-in electric horn « New-shape saddle with gold 
piping e Completely redesigned carrier « New rocket-inspired chain guard « Flamboyant color 
styling « Powerful, rocket-styled headlight - Dished star-cut chrome sprocket - Time-tested 
coaster brake - Chrome fenders, truss rods, crank and rims « 1.75 middleweight whitewall 
tires ¢ Shipped in Roadmaster’s special protective carton. 


Remember, May is American WHEEL GOODS DIVISION 

Bicycle Month—the BIA’'s caerICnT American Machine & Foundry Company 

safety check-up program ——— Junior Toy Division, 215 Marble St., Hammond, Ind. 

means more traffic for you! 7 1960 AMF Cycle Division, W. 65th & Patterson, Little Rock, Ark. 
Hercules Division, 200 Fifth Ave., New York, N. Y. 


Want more facts? Circle 152, p. 127 
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Arvin wheu the compitition i Ainaling. 


Arvin gives you the winning combination: a famous family of 
finer products, with complete lines to sell every price level! 


Today’s sales race leaves no room for struggling with single product See the exciting new Arvin radio lines 
merchandising. The secret of real sales volume is merchandising in at Arvin's Permanent Display Centers: 
; , : ; bait Chicago Furniture Mart, spaces 501-2, or 
depth. Arvin gives you this with a complete family of products, all in New York at 1150 Broadway, space 614. 
bearing a single nationally-accepted brand name and merchandised | | 
together for tremendous sales impact. Each product helps sell all others oe, gemapbigg tinmemetiis ict cape win ceadaemnutentys 
é : : i . 3 é tables, radios, portable electric heaters, electric 
in the Arvin line. Business-getting members of the 1960 Arvin family heating systems, car heaters and car mufflers. 
of finer products include six barbecue grills with spectacular functional 
styling and 39 models of leisure furniture with a host of sales-making 
exclusive features, such as FAsri-Lox that permanently binds the clips 
and Arvin’s new propylene webbing into an inseparable unit; SaFrti- 
Lox that prevents chairs from folding or pinching when occupied; 
and Lustra Co.or, the process discovery that bakes bright color on 
to stay. Get full information on the complete Arvin line by contacting 
Arvin or your Arvin Distributor today! 


WONDERFUL WORLD 
OF FINER PRODUCTS 














“> 
® 
3 


Consumer Products Division 


ARVIN INDUSTRIES, INC. 
COLUMBUS, INDIANA 


Want more facts? Circle 153, p. 127 
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means 


Heavy 1960 advertising behind 
PETERS “High Velocity” 
ammunition will pay off in 
extra sales for you! Get 

your share—stock, display, 
and push the entire line. 


PACKS THEA POWER 


PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 


“High Velocity” is a trademark of Peters Cartridge Division, Remington Arms Company, Inc, 
Want more facts? Circle 154, p. 127 
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ART. 583 


mela = ams_=sépoilyethylene 
sal wrapped tubes 
we Pe §=64 07.-8 oz.-1 Ib. 


SEINE TWINE Full range sizes 
3 to 72 


Put your confidence in 
the QUALITY LINE... 


Viny! Weather Stripping Mop Heads 

Wood Giue Wrapping Twines 

Braided Nylon Line Kitchen Lines 

Seine Twines Express Twines 

Seine Cords Chalk Lines 

Trot Lines Parcel Post Twines 

Staging Polished India Twines Orders of $75.00 or more, freight 


Venetian Blind Cord Piastic Clothes Lines prepaid. Orders of less than $30.00 
Sash Cords Jute Twine 


f. o. b. Mill, Lawndale, N. C., Van Nuys, 
Gtothes Lines Nylon Casting Lines Calif., Marietta, Minnesota, Dallas, Texas, 
Mason Lines Manila Ropes 


or Waynetown, Ind. Orders of $30.00 to 
See aoe rronuar vane $75.00 freight allowed to $1.00 per cwt. 
Jump Rope Polyethylene Ropes Freight prepaid does not include extra 
charges incurred outside carrier's 
regular zone of delivery. 


estasuisneo s7s WSEUBIAN HS GOMPANY noc, ».. 


14346 Bessemer St., Van Nuys, Cal. ® Marietta, Minn. ©3104 Gaston Ave., Dallas 26, Texas ® Waynetown, Ind. 
Want more facts? Circle 155, p. 127 
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“From Bass to Big Tuna 
Theres a PENN REEL to meet 
All of my Customers Needs” 


Mickey Altenkirch 
C. Altenkirch & Son 
\ Hampton Bays, L. I. 


‘‘We’ve featured PENN Reels since 1932” 
says Mickey Altenkirch, “‘and call it our 
bread and butter line. We rate PENN 
Reels as champions in sales and our cus- 
tomers rate them as champions in per- 
formance.”’ 


Handling the PENN Reel line means 
handling a quality line of made-in-America 
reels, pre-sold by performance and angler accept- 
ance. Like sporting goods dealers everywhere, 
you'll like the store traffic the PENN Reel line 
builds and the extra sales that result. 


See your authorized PENN jobber about 
the 1960 PENN line, 


PENN FISHING 


3028 W. HUNTING PARK AV 


ae 


The Altenkirch tackle shop is one of the most complete 
and highly specialized tackle operations in the greater 
New York area. It is truly a family affair; Chuck 
Altenkirch, already an expert fisherman himself, shown 
at the right with his father, Mickey, represents the 3rd 
generation in the business. 


The popular PENN Sena- 
tor—used in making 
nearly every big-game 
fishing record. 


TACKLE MFG. CO. 


E. © PHILADELPHIA 32, PENNA. 


Want more facts? Circle 156, p. 127 
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You know DELTA Bike Lites and Horns — now meet more of the family 


PAV a ee oe ee - ee ee BORA a) BP 


MODERN BOWlite 
Solid quality throughout! Fresnel-type red and 
green Plexiglas lenses give maximum strength, 
brilliance, and visibility. Modern flowing design. 
Has ¥%” pennant staff socket. A2543....$6.00 


CTRIC LAN 


1. NEW Resonant Horn Toned to emit a pleasant sound, 
pitched to carry ample distances. Does not irritate fellow boat- 
men. Styled to match Delta’s SPOTlite and BOWlite. $7.95 

2. NEW Pennant Staff New staff fits all 5%” pennant staff 
sockets. Stays tight and rattle-free. Only ......... $1.75 

3. NEW Smart STERNIite New, larger Fresnel lens in clear 
Plexiglas resists shock and breakage—magnifies light. Model 
A2542-B has 24” staff and is adjustable down to 4”. $6.50 


Model A2542-A (20” staff) 


Medel A244, OF" a) ok 00co0neseecsevce ners 


THEY SELL THEMSELVES 


New Delta quality Lites and Horns are made by the 
manufacturers of world-famous Delta Electric Lanterns. 
High recognition of the Delta name by consumers plus 
the low, low prices make them move off shelves fast. 
All Delta marine products are made of solid brass with 
heavy Nickel and Chrome plating. 


Delta Marine Lites are built to rigid standards. They 
meet Coast Guard optical requirements for Class A and 
Class 1 boats. 


All Delta Lites and Horns are fully guaranteed. Avail- 
able in 6 or 12 volt. 


Write for further details 
and free literature. 


New Powertul SPOTIiite- 
HORN Combination 


Brilliant Sealed Beam SPOTlite in 
combination with resonant horn. 
Sealed Beam unit lasts for years. Has 
full 360° horizontal swivel with 145° 
vertical swivel. Toggle switch with 
signaling facility. A2584....$18.75 
A2544, without horn $12.50 


ASTROlite Styled for the space age! Quality built to take hard 
knocks! The advanced style and solid Delta quality . . . plus the reasonable 
price...contribute to the appeal that is only the ASTROlite’s. This new 
Delta features adjustable head with smart visor, Sealed Beam spotlight that 
shoots a brilliant piercing beam, red Fresnel-type lens that makes flashing 
light visible for a mile, dual fingertip switches, deluxe all-chrome finish. 
A3000, Sealed Beam unit $9.25 A3001, conventional bulb unit $7.95 


POWERIite 

World famous 6-Volt lan- 
tern. Shoots a nite-splitting 
spot beam from side re- 
flector — wide top flood. 
A1530, floodlight $6.15 
A1548, red flasher $6.19 


POWER-KING 


A 12-Volt powerhouse! 
Shoots a brilliant, far 
reaching beam. Adjustable 
head. Space for two spare 
bulbs. Uses two 6-V. bat- 
teries. A2250 $7.25 


Write for details on these and other Delta electric lanterns. 
Prices are list without batteries « WE SERVICE WHAT WE SELL 


DELTA ELECTRIC COMPAHWY @ 207 WEST 
Want ore facts? Circle 157, p. 127 A 
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33rd 


STREET @ 


MARION, IN 


Want more facts? Circle 158, 





DEALERS 


Edwards New D-// Merchandiser 
makes your store a Home Signaling Center 


Your home signaling center includes 


Free! 4 compact, tri-color wall or counter display with Attracts your customers 
fifteen different sales-stimulating products. 


Lew! Poly-Packed packaging sells itself. Complete product Promotes home modernization 


and installation instructions included in each package. : ) 4 electrical it 
Builds ricai items 
Free! Business-building booklets, “the ‘How To’ of Home — 


Signaling’’ — 24 pages of practical and easy wiring ideas and 
installation instructions. 





—— PUSHBUTTONS > DOOR BELLS 3 


* 


HUW IU 
OF HOW: 
SIGNAH NG 


COMPLETE 
MODERNIZING ASSORTMENT 


’ 
here Ss 22 push buttons 


Call your distributor today for your D-77 modern- 2 bells 

izing deal and start profiting from this Home the 5 buzzers ye 

Signaling Center . . . promote and sell “Do-it- 2 bell-buzzer combinations 
~ , fit 2 transformers 

Yourself” electrical signaling with Edwards New proti 4 bei cies cities 

Merchandiser. 3 door trips 


picture 2 thermostatic fire detectors 
2 automatic locking switches 


Your suggested profit on the D-77 modernizing deal... $28.15 


Your cost on the complete package... 42.22 67% workup ! 


WARDS COMPANY. INC... cowaros o 


NORWALK, CONN. U.S.A 


























sate oe nt To en ) 


A complete saw blade sales center, at a low dealer cost and a high 
dealer mark-up. Everything you need to take care of the hobbyist, 
do-it-yourselfer and professional. And this unit is only 114” deep, 
less than 15” wide and only 8” high. Easel back for standup 
counter merchandiser, eye punched for wall or peg board display. 


Blades are packaged in individual plastic sleeves, each sleeve-pak 
regardless of type of blade is priced the same...perfect for self- 
service. Wide assortment of blade types, sizes, ends and teeth 
insures you'll have what your customers want. 





No. 50 Merchandiser contains 
5 packets each of the following 





Type Style Length Teeth Width 
Jig Pin 5” 10T 
Jig Pin 5” 
Jig 6” 
Jig 6” 
Jig 6” 




















Sabre 6” 





Coping 6” 
Coping i 6%” 








Coping i 6%” 





Coping i 6%” .093 
































Ask your wholesaler for the NEW #50 GRIFFIN Sales Booster. On ee | Mowe, oe 
Want more facts? Circle 159, p. 127 A Want more facts? Circle 160, p. 127 > 
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$-K/LECTROLITE sales-proven 
| tools properly 


Ror hdal-1e-mlama cones 


aal-iaedal-lalelt-i-1emlalm—i-36—9 


VST Lirciil 


with S-K/LECTROLITE 


You've struck a “‘rich vein’’ when you sell 
S-K /Lectrolite. Users know they can count on 
the quality of these fine wrenches .. . they 
like the highly polished finishes. And there’s real 
pride in owning professional quality tools, each 
machined to precise tolerances by dedicated 
craftsmen. These are only a few of the reasons 
S-K /Lectrolite tools are consistently bought and 
used by men who make their living with tools. Isn’t it time 
you started selling the tool line your customers prefer ? 


A complete socket set with an all-purpose selec- 


MASTER COMBINATION SET—No. 4189 
tion of wrenches. 


LECTROLITE WRENCH SET—No. 1711-R 
Lectrolite sets give you twice the volume of 
individual wrenches. 


CHICAGO 32, ILLINOIS / DEFIANCE, OHIO 
Designers and Manufacturers of Quality Wrenches Since 1923 


uy Ui 


4to6 TIME TURNOVER 


Here's a sales record unmatched in the wrench industry. 
Actual sales records in all types of outlets prove that 
S-K/Lectrolite tools MOVE! 


ESTABLISHED ACCEPTANCE 


Men who make their living with tools have made S-K/Lectro- 
lite their favorite. Handymen are consistent users, too! Line 
satisfies over 90% of the demand. 


PROTECTED PROFIT 


S-K/Lectrolite tools are available only through established, 
reputable outlets—protecting you from “cut throat” 
competition. 


FULLY GUARANTEED 


Every S-K/Lectrolite tool is guaranteed against defects in 
material or workmanship. Lasting satisfaction is assured. 


Lectrolite wrench sets are easily displayed in attractive 
vinyl and plastic rolls or bags, each with grommets for 
hanging. 
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MORE PROFIT FROM 


SPORTING 
GOODS 


The profit picture in sporting goods has never been 
brighter. It’s time to reappraise your potential 
in this natural hardware line. Here are the facts. 
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Are you up to date on the... 


New trends in sporting goods? 


Important changes in consumer buying habits are evident in 
sporting goods’ sales figures. This is affecting hardware store 
profit possibilities. Now is the time to reappraise your 


thinking about this key line. Here are the facts. 


by James M. Dixon, associate editor 


Few hardware lines are changing as rapidly as sporting goods. These 
changes mean a great deal to your profit potential. 

It’s a good time to reappraise sporting goods as a key line in your store. 
As this market continues its rapid growth, the profit potential widens for 
many more dealers in this line. 

It is the considered opinion of HARDWARE AGE, after thoroughly studying 
the many facets of sporting goods, that this line represents a major profit oppor- 
tunity for most dealers. 

First, look at the market potential. It exceeds $2 billion a year in retail 
sales, according to the National Sporting Goods Assn. 

Second, look at hardware sales of sporting goods. Dealers currently sell 
some $200 million worth of sports equipment a year, yet $1.8 billion in sales 
go elsewhere. This means real potential for hardware dealers, for sporting 
goods are exposed to the whole family in today’s family-hardware store. 

Look at the market potential. 

Seven customers out of every 10 who come into your store—man, woman, 
child—participate regularly in some form of sports activity. Every year they 
buy some item or group of items, somewhere. Why shouldn’t it be in your store? 

The purpose of this Sporting Goods Merchandising Guide is to bring you 
up to date on the tremendous growth of this market. It is a reappraisal. 

Perhaps you dismissed the idea of sporting goods as a major department in 
your store some years ago. Perhaps at that time you were dead right. 

But markets change, and few markets have changed more, or for the 
better, than sporting goods. The potential? Wonderful, at least as good as any 
other hardware line. 

How about profit and turnover? As good as any other line in your store, 
when you average all categories in a sports section. How about risk? No more 
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than with any other seasonal line. And the seasons overlap to give you a year- 
round traffic-building department. 

Right now, spring baseball training is at fever pitch. More than seven 
million boat owners are doing a lot or a little to get their craft ready for water. 
Families who camp out are studying road maps. 

As we slip into early summer, group sports from horseshoes to swimming 
will be in the spotlight. Fishing plans hit their stride. 

As summer wanes, hunting predominates. Wheel goods become top sellers 
again. Football nudges aside most other exhibition sports. 

Into fall and winter, the gift market takes on luster. Hunting remains 
a traffic maker. Skating, basketball, and recreation-room sports add to sales. 

There is no season without a prime sport to revitalize traffic. Many sports 
pull trade all year. 

It’s the scope of the sports market that is truly impressive. One of the most 
active markets lays in youth, from 12 to 18 years. Sell ’em young, and they 
will come back to you in later years out of habit. 

Women are not left out. Go to a wrestling match and prove this to yourself. 
Few sports manufacturers are without a line of specially designed women’s 
guns, golf clubs, bowling balls, etc. 

Men? Well, they still represent your basic market, but their numbers are 
far less impressive in sporting goods than in other key lines in your store. 

Much sporting activity, particularly camping, marine sports, and group 
games, is family activity. Sport is more responsible for family togetherness 
than just about any other social activity. If you would stress the family-store 
appeal of your business, there is no better spot for emphasis thai sporting goods. 

In view of the strength and wide appeal of sporting goods, there seems to be 
a lack of understanding of this market, for just 54 percent of dealers have bal- 
anced assortments of sporting goods for sale. This information comes from a 
recently completed survey by HARDWARE AGE. Far more dealers should have 
sporting goods departments. 

Of course, there are specialized problems of display and inventory in sport- 
ing goods. But this is true of almost any new section in a hardware store. If 
the profit potential is there, and this is certain in sports’ merchandising, the 
other problems can be licked. 

If your store is among the 46 percent of stores that have no sporting goods 
or incomplete assortments, this Guide is for you. It is meant to perk up your 
curiosity to the point that you will visit your wholesaler for a better look at 
sports’ lines. 

You’ll find your supplier willing and able to set you straight. A majority of 
wholesalers carry ample assortments of sporting goods, and the broad experience 
to help you get started with a minimum of mistakes. 

But you cannot lay in a few hundred dollars worth of supplies and call your 
store sports’ headquarters. The reasons why are covered in the following pages. 


Thinking of adding or expanding a sporting goods section? Start off, as these dealers have, with a visit to your whole- 
saler's show rooms. 
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Your customer potential is growing 


..- by leaps and bounds 





Sporting goods offer balanced seasonal sales and family-store 


appeal that creates new traffic every day of the year. 


The superhighway program has been a prime force behind the boom in sporting goods. Faraway lakes and camp- 
sites are within easy reach of every family everywhere. Still bigger, better roads are planned. 
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Sporting goods makes your store a family store, with a strong appeal to young and old alike. Product knowledge is 
the priceless ingredient that keeps customers returning. 


What’s the market picture? 

Does it favor sports?. 

There are 50 million families in the 1960 market 
place. Most of them seek togetherness through family 
sports activity. In another five years the figure will 
increase by more than 10 percent. So will your sports’ 
sales potential. 

It’s a year ’round business now, this family to- 
getherness through sports. Long weekends, longer 
paid vacations, earlier retirement, and mobility 
brought about by the automobile ... all of these 
things come into the market picture. 

Recreation rooms are a standard feature in new 
homes. New schools place wider emphasis on sports 
activity. Playgrounds, picnic grounds, and ball fields 
have become integral parts of housing developments, 
urban renewal, and highway planning. 

Adults, through advertising and doctors’ urging, 
are now more health and exercise conscious than ever 
before. As for the youngsters, it’s difficult to measure 
the booming growth of leagues, Girl and Boy Scout 
activities, and other civic and privately sponsored 
sport groups. 

These are just surface indications of a mania for 


physical and emotional] health through sports. It is a 
new pattern, a growing way of life for many persons. 
It will have far reaching effects on your business, if 
you get in step with the trend towards sports. 

The current market is fantastic in numbers of 
potential customers. 

Last year 155 million adults and children were 
active in one or more of 15 major sports. 

This number is more than 75 percent of the total 
population. In almost every case of sports participa- 
tion, there is a purchase involved ranging from a 15¢ 
packet of golf tees to unlimited amounts for an ever 
widening range of items formerly called luxury goods. 

The National Sporting Goods Assn. says retail sales 
of sporting equipment will top $2.2 billion this year. 
That’s more than 11 percent ahead of the 1959 record 
year. When incidental items such as licenses, travel, 
and fringe merchandise are added, the total sports’ 
dollar outlay will top $3 billion in 1960. 

This means that America is sports minded as never 
before. And sporting goods is a natural hardware 
market. 

Unfortunately, a lot of dealers limit their sporting 
selections to ammunition and promotional badminton 
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Your customer potential is growing 
(Continued) 


sets. This is akin to selling lawn seed and fertilizer 
while letting your competitor take over sales of power 
mowers and spreaders. 

Many dealers shy away from guns and fishing gear 
because the lines are “too seasonal, we might get 
stuck with overstocks.”’ Yet, under similar conditions, 
this argument deters few dealers from promoting 
other categories. 

There is no mystery about sporting goods, and 
there is a good profit and turnover in the department. 
It would seem that many dealers avoid expanding 
sporting lines because they lack the knowledge of 
what to sell, when to sell it, and how long key seasons 
last. 


A 12-month section 


Actually, the seasonal angle is not as important 
as many dealers think. A visit to a sporting goods’ 
store will show you that guns sell well every week 
of the year. Fishing departments don’t close down 
in the winter. Outboard motors are never taken off 
of display. 

One of the key reasons for year ’round sales is 
that sporting goods make prime gifts. Christmas, 
Father’s Day, graduation gift, you name it. Man, 
woman, child . . . there is something for everyone. 

The $3 billion sports market is too often considered 
an exclusive market for specialty shops. There are 
only some 10,000 sports shops in the country, just 
about one for every four hardware stores. 

This would indicate that there is good sales poten- 
tial for hardware dealers in most areas. Many sports 
shops are too small to service the leisure needs of an 
exploding population that is becoming more sports 
minded. 


Batting average: .600 


Most hardware wholesalers sell sporting goods in 
adequate across-the-board selections. But with most 
wholesalers sitting on ample stocks, about four out 
of every 10 hardware dealers have yet to stock and 
promote sporting goods. 

Your market is here, and it’s growing. Right now 
there are 3000 young and adult sportsmen for every 
hardware store in the country. The merchandise is 
only as far away as your telephone. Your wholesaler 
will be glad to guide your initial purchasing. He has 
the wisdom of experience to minimize your mistakes. 

Why not clear off a gondola or wall section and let 
sporting goods prove themselves as traffic and profit 
makers? 

Sure, you will risk some inventory dollars. You will 
most likely make some mistakes as you would in mer- 
chandising any new line. 
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Out of such an experiment will emerge a new source 
of profit that will gain stature as time passes, so long 
as the population continues to multiply and the 
economy favors leisure time sports. 

What should be the nucleus of your sports depart- 
ment? 


The following are the key basic stocks for hardware 
dealers based on dollar sales in hardware stores. 


This information was obtained in a national survey 
of sporting goods’ sales in hardware stores. More in- 
formation on this survey appears on the last page 
of this Guide. The top items: 


Ammunition. 
Firearms. 

Fishing reels. 
Flashlight batteries. 
Flies, baits, lures. 
Skates. 

Flashlights. 
Fishing rods. 
Vacuum bottles. 
Bicycles. 


Picnic jugs. 


Baseball gloves. 


These key lines accounted for $72 million in retail 
sales in hardware stores in 1958. Of course, regional 
variations might place other items on a list such as 
this. But in terms of broad sales averages, this list 
forms a good nucleus of basic stocks. 


As time passes and sporting goods prove to be a 
good investment, the other key basic lines such as 
football and basketball needs and camping equipment 
should be added. Ideally, all major sports should be 
a part of initial displays. This is often too much of 
an investment for the average dealer. A line must 
be drawn somewhere, then expanded as volume 
warrants. 

If you’ve never tried to sell sporting goods, it’s 
likely that you are missing something big. It will be 
bigger still in a few more years. 


Sport items have universal appeal. Most of the 
trade has a favored sport. Almost every sportsman 
adds to his equipment every year. 


As the work week becomes shorter and there are 
more leisure hours, and as the economy rolls along 
in high gear to provide the wherewithal, sports will 
become ever more important in our way of life. 


The benefits to be reaped from these conditions 
can be yours. A better family-store appeal can be 


yours. More traffic and profit every day of the year, 
these also can be yours. 





Here is how the sporting goods market is growing 








CATEGORY 1946 








Boating 20,000, 000 28, 000, 000 37,000, 000 
Fishing 13,100,000 20,813,000 25,620, 000 
Bowling 12,500,000 20,050,000 22,000, 000 
Hunting 9,990,000 11,784, 000 18,000, 000 
Basketball 9,000, 000 11,000, 000 11,275,000 
Baseball 5,000, 000 7,106,000 7,925,000 
Softball 4, 700,000 6,675,000 7,840,000 
Tennis 4,100,000 6, 583,000 6,714,000 
Golf 4, 300, 000 5,100,000 5, 400, 000 
Handball o<- --- 5,000, 000 
Archery 1,700,000 4,600, 000 4, 725,000 
Skiing 1,400, 000 2,180,000 3,000,000 
Football. 1, 500,000 1,725,000 1,780,000 
Track & Field 675,000 580 , COO 591, 000 


Wrestling 150, 000 1790, 000 175,000 





Sources: The Athletic Institute is indebted to the following organizations for their 
cooperation in providing estimates of participation - American Bowling Congress; 

Amateur Softball Association; National Ski Association of America; United States Handball 
Association; United States Bureau of Sport Fisheries and Wildlife; Sport Fishing 
Institute; National Association of State High School Athletic Associations; National 
Collegiate Athletic Association; Outboard Boating Club of America; National Association 
of Engine and Boat Manufacturers; Little League, Inc.; Babe Ruth League, Inc., P-0O-N-Y 
Baseball, Inc.; American Amateur Baseball Congress; National Golf Foundation. 











Note increase in persons taking up participation sports during the past 15 years 


HARDWARE AGE, March 24, 1960 © 81 

















SPORTING GOODS 
MERCHANDISING GUIDE 


oe «M|  MAROWARE 











Know your market... 
to get your share of sales 


The right categories, timing of promotions, and a study of your potential 
will boost your volume. Here are facts to help you know your market. 


Question 1—What are the best categories, the best numbers to handle in a 
sporting goods section? 

Question 2—What is the sales potential of a sporting goods section in a 
hardware store? 


Question 3—What, are the peak sales months for major categories in a 
sporting goods section? 


The facts and statistics that answer these three big questions form the 
basis for the promotion and selling effort in a hardware store sporting goods 
section. 

In any line of hard goods, there are key categories, best selling times, and a 
definite target for growth. In sporting goods, these factors take on extra impor- 
tance. Why? Because sporting goods is a year ’round department that is com- 
posed of many seasonal] lines. These seasons overlap to give the dealer a full 
year’s activity. This sales pattern of categories overlapping is unique to sport- 
ing goods. 

The sales problem, then, is one of finding the best categories for your store. 
to set up your potential, and then time your efforts and promotions to achieve 
your sales volume goal. 

Here are some basic facts to help you find the answers to these three big 
questions. These are facts based on experiences of wholesalers. Also, reports 
from hardware dealers, and checks of sports participation at the consumer level. 
These facts will be helpful in studying the potential of your own sporting goods 
section, as applied to the market served by your store. 
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Question 1—What are the sporting goods categories producing volume? 


These are the top 15 lines for three broad categories, in descending order of importance based on sales 


experiences of wholesalers: 


Fishing 


Rods, glass 

Reels, spinning 
Reels, conventional 
Line, nylon 

Line, monofilament 
Baits, lures 

Baits, spoon 
Baits, preserved 
Baits, flies 

Tackle boxes 

Nets, traps 
Weights, leaders 
Bait buckets 
Parkas, boots 
Knives, scalers 


Hunting 


Shotgun ammunition 
Rifles, bolt action 
Shotguns, pump 
Shotguns, bolt 
Camping needs 
Rifles, lever 
Shotguns, hand load 
Rifles, pump 

Pistols 

Rifle ammunition 
Rifle scopes 
Clothing 

Cleaning kits 
Knives, decoys 
Traps 


Other sports 


Bicycles, 26 in. 
Bicycles, 24 in. 

Ice skating needs 
Baseball equipment 
Softball equipment 
Badminton equipment 
Archery equipment 
Skin diving, swimming 
Football equipment 
Basketball equipment 
Roller skating needs 
Golf equipment 
Tennis equipment 
Horseshoes 

Outboard motors 


Customer sporting activity, in order by numbers who participate in the top 15 sports: 


(1) Boating 
(2) Fishing 
(3) Bowling 
(4) Hunting 
(5) Basketball 


Dealers report their top 15 product lines, by dollar sales: 


(1) Ammunition 
(2) Firearms 
(3) Fishing reels 
(4) Batteries 
(5) Baits, lures 


These findings won’t tell you everything you need to 


(6) Baseball 
(7) Softball 
(8) Tennis 
(9) Golf 
(10) Handball 


(6) Ice skates 
(7) Flashlights 
(8) Fishing rods 


(9) Vacuum bottles 


(10) Bicycles 


(11) Archery 
(12) Skiing 
(13) Football 
(14) Track, field 
(15) Wrestling 


(11) Picnic jugs 

(12) Baseball gloves 
(13) Sleds 

(14) Ice, picnic boxes 
(15) Roller skates 


temperate to colder climates. These results do show 


stock to make more sales or satisfy every need. Such you where the major interest lays, as a starting point 
findings vary greatly from tropical to temperate, and for contact with your suppliers. 


(Juestion 2—What is the sales potential for a sporting goods section? 


Where your store is located has much to do with @ Of 9% million big-city households, 17.3 percent 
your sales potential. include hunters and/or fishermen. Potential this year: 


Most dealers agree that hunting, fishing, and camp- two families with hunters or fishermen in every 10 
ing are the backbone of a sporting goods department. families. 


Using this yardstick, your sales potential breaks down @ Of close to 15 million suburban and small-city 
like this: households, 28.7 percent include hunters and/or 
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Know your market to get your share 


of sporting goods sales 
(Continued ) 


fishermen. Potential this year: three families of 
every 10. 

@ Of close to 9% million small town households, 
39.2 percent include hunters and/or fishermen. Poten- 
tial this year: four families of every 10. 

@ Of close to 16% million rural households, 47.7 
percent include hunters and/or fishermen. Potential 
this year: five families with hunters and fishermen 
in every 10 families. 

@ Of 50 million households, 34.8 percent include 
hunters or fishermen on a nationwide average. 

Teenage boys and girls offer potential for any 
sports section. This is true, in terms of the immediate 
market of $10 billion a year spent by teenagers, and 
in terms of development of future trade. 

Of the $10 billion youngsters spend annually, 11¢ 
of each teenage boy’s dollar goes for sporting goods. 
Teenage girls spend 6¢ of each dollar on sporting 
goods, according to Gilbert Youth Research studies. 

About 22 percent of all teenagers are fishermen. 

About 12 percent of all teenagers are hunters. 

How does total sales potential break down by age 
bracket? Who are your most likely prospects for 
promotions? Once again, using hunting and fishing 
as yardsticks, government figures give these per- 
centages : 
Age group Percent of total group 
who hunt and/or fish 
12-17 years 26.0% 

18-24 years 20.8 
25-34 years 23.4 
35-44 years 25.2 
45-64 years 18.9 
65 years, older 9.7 

The 12-17 year and 35-44 year brackets account for 

more than half of all sporting sales in these lines. 





Salesmanship is more than product knowledge. All suc- 
cessful selling starts with the right basic stocks keyed to 
local needs, plus a knowledge of the local market, and 
knowing selling trends. 


Hardware Age checked dealers’ sales experience for 
monthly figures in major sporting goods categories. 
Here are the leading months for sales in five different 
categories. The months are listed in descending order, 
starting with the months of best sales volume. These 
listings can be useful in planning promotions to fit 
into months of peak sales: 


Question 3— What are the best months for sporting goods sales? 


Guns Camping Fishing 


Ammunition Team sports 


December 
November 
September 
August 
October 
March 
January 
June 
April 
February 
July 

May 


September 
October 
December 
November 
March 
May 

June 
August 
July 

April 
January 
February 
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June 
May 

April 
March 
August 
July 
December 
February 
September 
October 
November 
January 


September 
December 
November 
October 
August 
January 
March 
July 
February 
April 

May 

June 


September 
August 
July 
March 
December 
November 
May 

June 
January 
April 
October 
February 





Your sporting goods 
department... 


HARDWARE AGE 


SPORTING GOODS 
MERCHANDISING GUIDE 





- 
} 


a 


1 HUNTING E| 
Z FISHING (— 
3ICAMPING E | 
4 eee 2 























1 section but PAG: +49 


6 categories 


ol sports [ 





Overlapping seasons and differences in customer demand give you six 


categories in sporting goods. Here is how to promote the entire section. 


A full-potential sporting goods section in a hard- 
ware store is actually six smaller departments welded 
into one. 

This is so because there are six major areas of cus- 
tomer sports activity. Sometimes there is an overlap 
of these sections, where customers are more active 
than average. But most customers are basically in- 
terested in only one of the six major areas. 

By doing a good job of stocking basic staples, dis- 
playing and promoting them as individual lines, you’ll 
find six sources of traffic and profit rolled into one. 

The six categories are: 

Hunting—guns, ammunition, clothes, decoys, etc. 
Fishing—rods, reels, boots, tackle boxes, etc, 
Camping—stoves, sleeping bags, tents, etc. 
Participation sports—swimming, badminton, etc. 
Exhibition sports—football, baseball, etc. 
Marine sports—hardware, motors, boats, etc. 


Sports customers who come to your store to buy are 
preoccupied with only one of these categories, as a rule. 

If these customers are confronted with a hodge- 
podge of mixed merchandise, they may be discouraged 
and become walkouts. 

On the other hand, if they see merchandise grouped 
according to type of sport—six groupings to lure each 
of six kinds of customers—they feel that you spe- 
cialize in their sport. An avid hunter, for example, 
won’t root through a pile of baseball gloves to find 
decoys or bird calls. 

Modern fixture manufacturers are aware of the need 
for distinction in display of the six basic lines. 

There are many new fixtures available, sectionalized 
for hunting, fishing, and the like. Adaptability has re- 
placed flat shelf and wall areas in sports displays. 

Promotions should also follow the six categories of 
customer interest. Ads of average size should center 
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Your sporting goods department is one section of six categories 


on one or two categories and explore them in depth. 
There simply isn’t room to advertise a wide assortment 
of sporting goods in a 2 col. x 10 in. ad. 

Pricing and selection come into play here, both in 
advertising and displays. Small, mixed ads leave little 
room to show quality variations based on price. 

In ads and displays, customers like a choice of good, 
better, and best within product lines. They won’t be 
content to choose from spotty stocks and inadequate 
price assortments. You wouldn’t think of one model of 
hammer or saw as adequate for your trade in hard- 
ware. So it is with fishing rods and tennis racquets. 

In brief, there must be a realization that no dealer 
can even approach his sales potential by merchandising 
sporting goods piece-meal. It’s an all-the-way proposi- 
tion with serious customers. 

It would be better to eliminate one or more of the 
six major categories so that you can concentrate buy- 
ing, display, and promotional efforts on the balance. 

As in no other line of merchandise in your store, 
you are faced with creating a favorable image in your 
customers’ minds. The choice is either a well stocked 
sportsman’s headquarters, or a variety store with a 
little of everything. 


(Continued) 


In any decision about sporting goods, you would do 
well to study Ward’s or Sears’ catalogs for the year. 
Examine them carefully for what constitutes a bal- 
anced price and product assortment for key seasons in 
the six major sporting goods sections. 

You'll see the good-better-best price and quality 
theme played up to the hilt. It is good merchandising. 
Besides, the good-better-best idea often will let you 
get by with three items in a section where many other 
dealers stock five or six. 

Too much selection can work as many hardships as 
not enough. 

In the catalogs of chain stores you will see how the 
seasonal angle comes into play. You’ll see how product 
lines are expanded and diminished as the seasons 
change. You will also see that the chains treat each of 
the six product categories as separate sections, putting 
them back-to-back to form one big sporting goods 
department. 

In setting up your sports’ section for spring, it’s 
wise to copy the chains and arrange your displays in 
the six basic categories. Where to start? 


(1) Separate stocks on counters and in stock rooms, 


Self service shopping center store has sporting goods section departmentalized. 


4 


; 
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Or neighborhood dealer offers customer expert advice and help in selecting merchandise. 


and in the stock control book. Treat each of the six 
lines as a whole unit of itself. 


(2) See that you have at least one price and style 
variation for every popular basic staple item. If you 
can’t afford stock or display space for full lines on this 
basis, either trim fringe items or narrow your six 
sections down to a lesser number. 

The main idea is to do a maximum job on as many 
lines as you can afford. 


(3) See that display areas are about equalized for 
each of your major sports sections. Keep lines bal- 
anced, or those which get the lesser space will appear 
less important. 

If you show a full gondola of fishing goods next to 
a single shelf of baseball equipment, you’ll build fish- 
ing trade while losing the sandlot trade. 


(4) Identify each section with a sign. Make cus- 
tomers believe that each is handled separately and 
carefully. Remember, the camping customer isn’t in- 
terested in team sports. He wants to think that you 
specialize in camping needs. 


(5) In window displays and advertisements, make 
each section stand on its own feet. Aim for a balance 
in prices and style, to suit every pocketbook. Related 
sales will prove the wisdom of broad selection within 
a given category. 


A dealer who piles fishing lures, golf balls, and bad- 
minton sets on the same display shelf is losing the 
business from serious sportsmen. And these are the 
ones who make any sports section really profitable. 

Jumbled displays discourage the ardent hunter, 
fisherman, or golfer. Each feels that his is the most 
important of sports. 

Besides, unruly displays are difficult to keep neatly 
arranged, and they are sometimes impossible to count ’ 
and reorder correctly. 

Related sales go out the window when cross lines 
are intermixed at random. Customers find it difficult 
to compare quality and value. 

Remember, the reason for the huge success of 
specialty sporting goods shops is that each sport is 
treated fully and separately. Each customer is made 
to feel his sport is king. 
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How to build sales 


with well timed advertisements 


Sporting ads have a special appeal to most readers as reminders of leisure 


hours and fun. Make the most of this extra interest with sound ads. 


There are several natural advantages in promoting 
sporting goods. 

Sporting goods’ ads almost always carry a higher 

degree of readership than advertisements for many 
other hardware lines. Sportsmen purposely, or uncon- 
sciously, read just about everything that catches their 
eye in regard to their sports. 
' Even non-sportsmen read the ads, wondering how 
it would feel to be a hunter or fisherman. Every man 
likes to feel he’s up to date on changes in the sport- 
ing world, whether he participates or not. 


Sportsmen keep right on buying 


It is generally agreed that sportsmen are more 
easily moved to buy than other consumers. Perhaps 
some sportsmen overindulge, at the sacrifice of other 
purchases. Few men truly need a half dozen guns 
or rods, but thousands of avid outdoorsmen own this 
many or more. And they keep right on buying. 

When you sweeten this potential with extra care 
in your choice of items to be advertised, good assort- 
ments, and realistic prices, you are bound to see 
sales grow. 

There are three other important factors that guide 
the sales potential of your sports ads: 
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(1) Position in the newspaper. 
(2) Lead time ahead of seasons. 


(3) Budget terms. 


Newspaper position is a big factor in sales re- 
sults of sports’ ads. You should always try to get 
your ads placed in or facing the sporting news, for 
obvious reasons. 

Lead time is also important. This is the amount 
of time you allow before a season begins. As in most 
other seasonal hardware lines, the ads that pro- 
duce the most sales are those that run up to one 
full month ahead of the season. 

The reason is valid. Most sportsmen start plan- 
ning activities and cleaning up old equipment well 
in advance of legal hunting and fishing dates, or 
before the April 15 baseball season opener. 

Anticipation is nearly as much fun as the sport 
itself. 

These sportsmen who get ready early are in the 
mood to buy early. They usually have a pretty good 
idea of the things they want, yet they are the most 
impulsive buyers you’ll ever get in your store. 








—— Washington Sports Shop 


A good ad pushes related lines 

As the season approaches, sports- 

men begin to study competitive ad- 

“ vertising. The right ad will send 





Sunday ie THE DAY! Better hurry in — see our 
quality selection of sporting goods and sportswear. We've something fer every 
Ded... at @ price for every family’s budget! We invite you te epen an account! 


_ © choice of 3 Famous Makes! 
1 ©, 7-Piece Club Sets 
et Plus De Luxe Bag 


Saeed Ve 


‘oo 

Choose from top names in golf sets! MacGregor's 
“Jack Burke” sets, Kroydon “Cruiser” models, or 
“Deve Regen” matched sets by Wright and Ditson. 
Each set includes § irons: Nos. 3-5-7-9 and putter, 
and 2 woods; Nos. | and 3. Choice of begs, too. . . 
in pleids and solid tones, with leather trims and 
de luxe features. All winning combinations. 


$84 Valves! 
Easy Terms! 


Complete Mooching 
and Trolling Outfits 


22° 


Here's @ “reel” buy for Ded in American-made 
Reenedy feer-Trey Teckio Seces. complete salmon outfits! Choice of light, medium 
Aiemioem! tie Mot : 
- y SERS 18% and heavy “ection” 2-piece hollow glass rods in 
either 8° or 8'/,' lengths. Full cork handles. Includes 
de luxe Coxe reel and 100 yds. of 15-20 or 25-/b. 
test Nylon line. He'll be proud of this outfit! 


39.95 
Valves! 


Mecchers Plestte Testic Besos Rust 
preet! teecietty 5" 
Re 


Cool New Summer Styles in 


Sport Coats 


18" 


Just unpacked . . . and styled to please Ded! Light- 

weight, cool, wrinkle resistent 3-button models in 

handsome shades and weeves. Exceptional buys in 

sizes 38 to 44. Open « convenient charge account 
on now at Washington Spért Shop. 


Reg. 24.95 
Cherge it! 


9:00 te 9:00 
All Other Days 9:00 te 5:30 
Yew Con Establish 
Your Credit by Phone 
FREE DELIVERIES 
en purchases ever $8 











pa en li 


tie-ins 
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Related items 





The theme 


The big-ticket combin- 
ation sale 


Emphasis on price, with 


them scurrying to your store. 

What is the “right” ad? 

It is a balanced assortment, 
prices and related items, of 
hunters’ and campers’ needs in 
September, in areas where the big 
hunting season opens Oct. 15. 

It is two columns of anglers’ 
supplies on the page facing sports 
news during March or April in 
many parts of the country. 

It is an “everything - for - the - 
camper” ad in May or September. 
It is a balanced price selection 
of footballs, sleds, skates, and 
bicycles after Aug. 15, when 
autumn and the return to school 
is on every youngster’s mind. 

It is “Little League” specials in 
the last half of March. 

It is marine hardware from 
March until September. 

While the majority of sporting 
lines have good sales potential all 
year, each key line has a season 
of exceptionally heavy sales activ- 
ity. Good timing and ad position- 
ing pay off here. 

Then credit becomes a vital 
sales factor. 

Dealers who can advertise time- 
pay terms and, better still, offer to 
deliver merchandise on mail or 
telephone orders from ads, are far 
ahead of cash-only competitors. 

Of course, there are numerous 
ways to promote other than in 
newspaper ads. But whether you 
choose handbills, postcards, bill 
enclosures, or radio spots, the the- 
ory of timing - selection - credit 
holds true. 

The one big weakness in non- 
newspaper promotion is that loss 
of all-important positioning next 
to editorials material on sports. 

Most men and women who are 
practicing sportsmen read the 
sporting pages even before they 
start on comics or local news. This 
is why sports columns often have 
the same location in the backs of 
newspapers as world news occu- 
pies in the front sections. 

In many newspapers, sports 


3~_-S_- SE ESE SET SESE: 


This ad is basically a gift ad, with 
emphasis on price range ($2.50- 
$47.50) credit and free delivery. 
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How to build sales with ads 


(Continued) 


news takes more space than either 
the world or local news sections. 
If you ever have doubts about the 
importance of sports on your local 
scene, take a moment to analyze 
the content of your newspaper. 

What about ad layout and mer- 
chandising concepts? Some of 
these are outlined in illustrations 
on these pages. 

Each ad needs a theme that re- 
lates all items in the ad to each 
other. A few bargain prices add 
spice and consumer interest to any 
ad. Price “leaders” are just as 
important here as in any hardware 
promotion. 

Quality brand names lend pres- 
tige to your ads. In higher priced 
lines especially, brand names 
bring you customers for whom 
performance is more important 
than price. There are many such 
in the ranks of sportsmen. 

Clean copy, art, and layout are 
musts for sportsmen, they are not 
interested in variety store ads. 

Essentially, the value of your 
ads remains in your hands... in 
your choice of lines, timing, and 
pricing. What happens after the 
ad is run is also in your hands. 

Will you have enough stock to 
backup increased demand? 

Will your signs and displays 
tie-in with the ad? 

Will your salesmen know what 
is advertised? 

Can you get more stock if items 
pull exceptionally well? 

Will your salesmen tie-in re- 
lated but unadvertised items to 
boost the value of unit sales? 

If you don’t offer credit, will you 
have layaway terms set to help 
customers on a tight budget? 

Will your salesmen try to trade- 
up customers, especially from low- 
profit price leaders? 

Finally, will your store favor- 
ably impress new customers? Will 
they return to you for their next 
sporting or hardware purchase? 

Remember, the reason for all ad- 
vertising is to sell merchandise 
that won’t come back... to cus- 
tomers who will. 
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price selections 
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SHOTGUN SHELLS 
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HUNTING COATS 
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Photo suggestions 
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sports department 


Here are ideas in pictures that have paid 
in a better sports department, and in big 


sales volume for hardware dealers. 


Few lines exceed the display appeal of sporting 
goods. Sport items in the proper setting lure children, 
men, and women alike. 


The overlapping seasons of the several key sports Perforated paneling framed around this 
categories guarantee you fresh display potential the ceiling support provides a traffic location 
year around. There is no time of year in which you for fishing needs display. 


A checkout stand with glass front gives this dealer an impulse location for various sports lines. This photo 
shows summer goods, with emphasis on tennis merchandise. 


‘TiGn how, : 
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George A. Salter Hardware, Eagleville, Pa. 
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Photo suggestions for a better sports department 


lack the basic ingredients for a new and colorful dis- 
play. 

Sports’ displays are more colorful than most. And 
they are more likely to need your constant attention 
and housekeeping, for the trade can’t resist handling 
sample items. This attests to the popularity of sport- 
ing goods. 

Fortunately, most sports items are hardy enough to 
be handled often and remain saleable. 

The impulse sales value of sports’ displays can be 
heightened by arranging entire assortments near 
checkout stations and/or front windows. If this is not 
possible, try always to keep spot displays of key sea- 
sonal products on an island or header near the cash 
register. 


(Continued ) 


Baseball’s in the limelight right now. Better check 
around the store to be sure there are bats, balls, gloves, 
and caps in easy reach of Little Leaguers and old 
timers as well. A few of each in windows and near the 
checkout will mean impulse sales every day. 

No matter what display plans you have in mind, 
make certain that you have a representation of all 
lines in view and in reach of customers, age 14 to age 
84. Take some items out of cartons as sample pieces. 
Encourage your trade to handle the products. They 
won’t break, and they will sell. This is a case where 
wrappings preserve the stock but play havoc with 
your turnover. 


Perforated paneling framed and put on legs makes possible a seasonal display out on the sales floor. 
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L. L. Smith Hardware Co., Phoenix, Ariz. 





Umpqua Valley Hardware, Roseburg, Ore. Thiede-Muller Hardweore, Fort Dodge, lowa 


A wall section of picnic supplies ties in with sporting A 2 x 5 toot section of perforated paneling lets a dealer 
goods displays, as auxiliary goods for sports and also for put a display where it can do the most good to promote 
a family picnic. seasonal lines. 
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Many sports items, such as shiny 
fishing lures and flies, need con- 
trast for best display. This 
dealer draws customers from 
all over the store with a 
dramatic backdrop of black 
enamel. 
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Photo suggestions for a 


better sports department 
(Continued ) 


Here is how to put a flat-topped counter to work. First, 
paint it a pastel shade. Place it against a backdrop of 
perforated paneling. Attach fittings, appropriate signs, 
and your choice of sports goods. 


What the law says when a customer fires a gun in your storeY 


What is your liability when a customer accidentally 
shoots a loaded gun in your store? 

In a hardware store in Nebraska, a man inspecting 
the operating mechanism of a rifle accidentally dis- 
charged the weapon, causing injury to a bystanding 
customer. Later, the injured man sued the store owner. 
He claimed that the owner was liable for damages. 

The customer inspecting the gun had placed loaded 
shells in it, and then pumped to ascertain whether the 
shells ejected properly. This took place while the store 
owner looked on. 


‘I'wo decisions given 


The court which first tried the case decided that the 
store owner was not responsible for the accident. 

The injured man then appealed to the Supreme Court 
of Nebraska. This court ruled that the hardware 
dealer was indeed liable for the customer’s injuries. 

In its decision, the Nebraska Supreme Court com- 
pared the incident with a similar event which had oc- 
curred a few years previously in Texas. The Texas 
court had ruled: 

“Should it be assumed that the firing of the gun was 
necessarily caused by either some mechanical defect in 
the gun or some inaccurate manipulation of the gun, 
still, we think, it was a proper matter for the jury to 
determine whether the store owner, in exercise of 
reasonable care, ought to have anticipated the inter- 
vention of either or both of such facts, and foreseen 
that such an accident or a similar one would likely re- 
sult from his permission to a purchaser to manipulate 
a gun with loaded shells.” 


A further statement 


To this the court added a statement of the Minnesota 
Supreme Court: 
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“Firearms are recognized as such dangerous instru- 
mentalities that where a person has a gun in his hands 
and it is discharged, even accidentally and uninten- 
tionally, he is held liable for the injuries caused there- 
by, unless he shows that he took all reasonable 
precautions to guard against accidents, and that the 
discharge of the weapon did not result from any care- 
less act on his part.” 





This dealer uses extra long attachments on per- 
forated paneling. Six, eight, or ten of an item can 
be shown within reach of customers. 


Tucker & Sons, Tacoma, Wash. 


G. C. Winter Co., Southbridge, Mass. 


Six or seven 30 in. swing-out panels can give the equiv- 
alent of 12 feet of running wall space, and room for a 
big selection of small items. Here is such a display for 
fishing lures. 
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Handguns are not merely to be seen 
under glass, says this dealer. When 
customers express interest, out comes 
a gun. Many customers like the gun, 
and the sale is started. 
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The $41 billion market for fun... 


Aspecialreportfrom Printers’ Ink 


The amazing growth of the fun market is causing many big 


manufacturers and advertising agencies to re-evaluate 


their merchandising plans. Here is an unusual appraisal 


of this big fun market as it originally appeared in 


Printers’ Ink, a national marketing magazine. 


“Increased means and increased 
leisure are the two civilizers of 
man.” 


Though most modern Americans 
are probably unfamiliar with that 
view expressed decades ago by 
Benjamin Disraeli, they are none- 
theless following the dictum of the 
famed 19th Century British states- 
man to the hilt this summer. 


For as the season for recreation 
and leisure reaches its height now, 
the nation’s population is happily 
spending at least an estimated $41- 
billion of their increased means on 
their increased leisure. 


Moreover, manufacturers of the 
array of products that they buy for 
this purpose, overjoyed with the 
way sales are going now, get posi- 
tively ecstatic over the future po- 


Editor's note: This report is reprinted, with per- 
mission, from Printers’ Ink, a leading weekly ad- 
vertising and marketing magazine. Several para- 
graphs, concerned with details of national 
advertising, have been omitted. 
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tential for sales. Most of them con- 
servatively look for a steady 5 to 
10 percent annual increase in the 
various segments that make up the 
vast market for leisure-oriented 
products, barring a major war or 
recession. 


Its scope 


There is as yet no universally 
accepted definition or statistical 
yardstick for the scope of the lei- 
sure market. For this study of it, 
Printers’ Ink took the broad view 
of what constitutes a leisure-time 
product. There are, however, some 
specific major components. The 
sums spent on them would stagger 
our forefathers. For example: 
> $2.1-billion on boating 
> $2.1-billion on photography 
> $300,000,000 on power lawn mow- 
ers 
> $600,000,000 on swimming pools 
> $500,000,000 on musical instru- 
ments 


> $300,000,000 on the components 
that make up high-fidelity and 
stereo systems 

> $2.3-billion on overseas travel 
> $5-billion over-all on radios, tele- 
vision sets, phonographs, tape re- 
corders and repairs, not counting 
records 

> $3.5-billion on gardening equip- 
ment 

> $16.8-billion over-all on recrea- 
tion and domestic travel 

And so it goes, from playing 
cards to summer and outdoor fur- 
niture ($70,000,000 annually). 

Certainly no other era in history 
has seen so many people spending 
so much money on fun. 

Fun apparently is its own sales- 
man—with an assist from astute 
marketing and changes that have 
occurred in the country in the past 
decade. Just six years ago, for in- 
stance, the leisure market was es- 
timated at $30-billion annually. Its 
growth since then, which has out- 





run the $9-billion increase pre- 
dicted then, has paralleled the spec- 
tacular boom in the nation’s over- 
all wealth. 

Talk to a marketer of leisure 
products, and that’s the first factor 
he cites. The second is the increase 
in leisure time available. 


Market mainspring 


There’s certainly no disputing 
either of these. But the truly sig- 
nificant factor in the nation’s in- 
creased wealth—now around $467- 
billion annually in the gross na- 
tional product—is the widespread 
sharing of it. 

More than 30,000,000 American 
families now have after-tax in- 
comes above $4,000, a gain of 18,- 
000,000 families just since 1950 
alone. 

So rapid has population growth 
and rise of income levels been that 
by next year there will be some 
36,000,000 families in this group. 

Significantly, they control some- 
thing like 60 percent of the na- 
tion’s $135-billion in discretionary 
income—the money left over after 
taxes, food, clothing, shelter and 
other necessities. 

Moreover, the income levels are 
still rising. 

Predictions are that by 1970 
there will be about 25,000,000 fam- 
ilies with after-tax incomes over 
$7,500. They will constitute 40 per- 
cent of the population and control 
85 percent of the discretionary 
spending. Put another way: They 
will be the dominant factor in mar- 
keting. For leisure products, they 
make an increasingly alluring sales 
target. 


How is money earned? 


And their leisure time will prob- 
ably rise too. In the past 10 years 
the total weeks of vacation enjoyed 
by Americans have doubled to 70,- 
000,000. But time away from work 
is only one dimension. 

Labor-saving devices around the 
home, faster transportation to and 
from work, and the nature of labor 
itself have all contributed as much 
to the boom in leisure-oriented 
products as available time has. 

The latter is a significant though 
often overlooked factor. 

Take the way people earn the 
money they now spend on leisure. 

At the turn of the century, only 





group during the 1950s. 


particularly for pleasure. 


tion. 


once-complicated recreational 
operate. 





Why the leisure market has exceeded all forecasts 


The boom in the leisure-time market has surpassed all previous 
expectations. Just five years ago, spending in this broad area was 
estimated at $30-billion with predictions that it would go to $39- 
billion by 1959. It’s well above that now, probably in the neighbor- 
hood of at least $41-billion, conservatively. There are several fac- 
tors behind this boom. They include: 


» The rapid expansion of the $4,000-to-$7,500 middle-income 


>» The 36 per cent increase in the number of people who moved to 
the suburbs, with its attendant opportunities for increased leisure. 
>» A basic change in American attitudes toward the use of credit, 


> More leisure itself, through a doubling of the number of weeks of 
paid vacations, labor-saving devices in the home, faster transporta- 


> Increased emphasis on family life and the skill of marketers of 
leisure products in capitalizing on this. 

>» Technological improvements in leisure products that have made 
equipment easy for. anyone to 








15 percent of the nation’s work 
force was classified as “white col- 
lar.”’ Today it is more than double 
that and in the next 11 years will 
rise to 40 percent. 

Skilled and semi-skilled workers 
now are as numerous as white- 
collar workers and will constitute 
another 40 percent of the popula- 
tion by 1970. 

The important factor, however, 
is that in both groups exhausting 
labor is a thing of the past. Tech- 
nology has devised machines to 
take the back-breaking strain out 
of labor in factories and the mo- 
notonous drudgery out of most 
white-collar jobs. 

These changes in the nature of 
work have expanded the capacity 
to enjoy leisure beyond measure. 
Perhaps this has played a role in 
Americans’ more active participa- 
tion in leisure time activities now. 

For instance, in 1934 the Na- 
tional Recreation Assn. made a sur- 
vey of what people then actually 
did with their leisure time and 
what they would like to do. 

Heading the list of things they 
did then were such passive pas- 
times as reading, listening to the 
radio and going to the movies. In 
contrast, they said they would like 
to play tennis, swim, and go boat- 
ing—all very active pastimes. 

The survey very accurately fore- 


cast the change in American’s ap- 
proach to leisure in the decade of 
the 1950s when the population did 
have the money to do the things 
its forebears wanted to do 20 years 
earlier. 

In addition, the mass migration 
to the suburbs in the post-war era 
has given impetus to the boom in 
leisure-oriented products. 

Freed from what sociologist C. 
Wright Mills calls the “nagging 
frustrations” and “chaos” of the 
city some 40 percent of the nation’s 
population now enjoys life in the 
suburbs. 

If past growth is an accurate 
guide, the trend is likely to con- 
tinue. For instance, the suburbs 
have grown by 29.3 percent since 
1950 while the central cities them- 
selves have grown only 4.7 percent. 


More, at the middle 


Today, nearly as many people 
live in suburbs—around 50,000,000 
—as live in central cities. 

In the decade ahead, when 17 
percent of the present population 
reaches marriageable age and a 
rapid rise in new family forma- 
tions begins, suburban growth will 
doubtlessly surge again. 

At the same time, the blue-collar 
workers’ steady upward migration 
into the middle income group, and 
the over-all expansion of this 
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$41 billion for fun 
says Printers’ Ink 
(Continued ) 


group, has wrought a _ revolution 
in tastes. Exposed to the standards 
enjoyed by the over-$7,500 group, 
which has always been the pace- 
setter, the middle-incomers have 
gradually adopted them, too. 


As Dr. George Brown, market- 
ing research manager for the Ford 
division of the Ford Motor Co., 
points out, spending habits of the 
middle-income group, far from 
changing radically, are still fol- 
lowing traditional patterns. There 
are just more of them today. 


And the things they buy to fill 
their leisure hours often serve as 
signs loudly proclaiming that they 
have arrived in the middle income 
group, or moved up another notch 
in it; in other words—status sym- 


bols. 


For instance, a motivational re- 
search study conducted for a power 
lawn-mower company that Printers’ 
Ink was permitted to read shows 
that owners of such equipment 
tend to look down on the few re- 
maining owners of old reel-type 
lawn mowers. 


They didn’t, of course, express 
it so bluntly. Rather, it was said 
that the power mowers did a “more 
professional” job of trimming their 
lawns; ergo, reflecting a superior 
type of home. 

Dr. Ernest Dichter, president of 
the Institute for Motivation Re- 
search, has maintained that the 
boat and the swimming pool have 
replaced the automobile as a status 
symbol. (Ford’s Dr. Brown doesn’t 
agree with him.) 


Marketing-minded men in these 
fields do feel that status plays a 
role in the sale of leisure-time 
products. 


As Norman Owen, sales vice- 
president of the McCulloch Corp., 
put it: “The kind of a boat and 
motor a fellow is able to park in 
his driveway [on a trailer] has 
the same kind of snob appeal as a 
second car.” 

Swimming pools are another case 
in point. 

With growing acceptance among 
the middle income group, they are 
now being installed even in $7,000 
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homes. Jerome Y. Rudolph, presi- 
dent of the United States Pool 
Corp., says motivational research 
has shown that status is a big 
factor. 


Just as a bigger car, or a small 
foreign car, is an indication that 
one is coming up in the world, so, 
too, is the swimming pool. And 
it’s no more expensive than a new 
car. (Average price: $4,417.) 


Buy now, pay later 


In their quest for the good life, 
Americans apparently are unwill- 
ing to wait. This is evidenced by 
the soaring spiral of consumer 
credit now outstanding at the 
$34.5-billion level. Indeed, why 
should they in this era of “buy 
now, pay later.” The trend is cer- 
tain to increase. 


Boating, perhaps, offers the best 
example. Fifteen years ago a man 
who asked for a loan to buy a boat 
would have been thrown out of a 
bank bodily. Today, banks are 
courting boat buyers and boat man- 
ufacturers with ardor. 

They get the willing co-opera- 
tion of manufacturers. 

For instance, Howard Larson, 
sales vice-president of the Out- 
board Marine Corp., thinks far too 
many boats are bought for cash— 
more than 50 percent. 


To rectify that, the manufactur- 
ers did some research and found 
that boat purchasers are more 
scrupulous about making payments 
on their boats than on cars or 
houses. The banks were persuaded. 
Now at most major boat shows 
throughout the country, bankers 
are on hand seeking dealer lists 
and potential purchasers. 

Boat manufacturers, for their 
part, have taken to putting on dis- 


plays at banking association meet- 
ings. 


Selling fun 


Though there is a natural incli- 
nation toward spending on fun, it 
also gets a skillful assist from 
astute marketers in the field. Let’s 
take boating, amateur photography, 
and hi-fi sales as examples. 

Of the three, boating has prob- 
ably undergone the most drastic 
revolution. 

It has progressed from the “rich 
man’s sport” of yesteryear to one 


in wnich 37,000,000 Americans now 
participate. The greatest growth 
has been in outboards, of which 
there are now some 3,620,000 craft 
expressly designed for this type of 
power. 

Not too many years ago an out- 
board engine was something you 
put on a flat-bottomed rowboat to 
go fishing. Skillful marketing 
changed all that, so that today fish- 
ing ranks at the bottom of the 
scale of usage. 


Female trade sought 


Improved technology quieted the 
motors. Industrial designers were 
called in to design attractive cowls. 
A range of color was provided— 
each manufacturer previously of- 
fered only his “house” color—to 
attract and influence women. Ad- 
vertising efforts were greatly 
stepped up. But they sell more 
than a boat. 

As Outboard Marine’s Howard 
Larson explains the marketing 
strategy: “We try to sell boating 
as a tool to more family fun. You 
can justify the expenditure because 
the whole family benefits.” 

In practice, that means boating 
becomes an adjunct to picnicking, 
fishing, sight-seeing, swimming 
and just plain lazing in the sun out 
on the water. There’s something 
there for everybody in the family. 

“I’m convinced that this is the 
right approach,” says Larson. 
“People don’t want to own a boat 
any more—they want what the 
boat will do for them.” 

As evidence of this, he cites the 
popularity now of aluminum and 
fiber glass as materials for boating 
construction. Their big appeal is 
ease of maintenance. But the old- 
time yachtsman got as much fun 
out of scraping and caulking his 
boat before it was in the water and 
puttering around with it during 
the boating season as he did from 
actually sailing. 

“People don’t want that any- 
more,” says Larson. “They want 
what the car does for them; you 
pour in gas and go.” 

The boating manufacturers gave 
it to them, and it has paid off. Now 
boating requires no special skill, 
no strength, no special coordina- 
tion. 

In the process, the once lowly 
outboard, looked down on by the 





skilled sailor, has gained social ac- 
ceptance. A study of occupations of 
outboard-boat owners shows that 
the semi-skilled and skilled worker 
classes (45.9 percent) is almost 
evenly matched by professional 
men, owner-managers, and other 
white-collared workers (42.6 per- 
cent). Larson notes that the Mil- 
waukee Yacht Club, which 10 years 
ago was “strictly for sailors,” now 
includes many outboard owners 
among it members, ranging from 
company vice-presidents to skilled 
factory workers. Selling them out- 
board boating rigs, he says, has 
been something like selling life in- 
surance. 

“We have to sell a family the 
idea that it is more fun to own a 
boat than it is to stay home and 
buy a swimming pool, gardening 
equipment or a second car. Once 
you convince them that a boat will 
provide more, the product is rela- 
tively easy to sell.” 


How much greater? 


Over-all growth for the leisure 
market has rising population and 
income levels most strongly in its 
favor. 

In the decade ahead, the nation’s 
population will grow to at least 
207,000,000, and the nation’s over- 
all wealth will pass $700-billion 
mark. By 1970, around 45 percent 
of American families will have 
after-tax incomes of $7,500 or 
more. 

The middle income group ($4,- 
000-$7,500) will constitute another 
39 percent of the population. Al- 
together, they will control an esti- 
mated $255-billion of the nation’s 
disposable income, the bulk of 
which will be discretionary. 

But this population and economic 
growth does not automatically as- 
sure across-the-board growth for 
all leisure products. 

Manufacturers have already 
learned that, as witness the televi- 
sion industry. When it entered the 
market in 1947, 137,000 television 
sets were sold. Within two years 
sales were up to the 2,600,000 level 
and in another five years had 
topped 7,300,000 sets. As market 
saturation approached, sales de- 
clined to 5,200,000 sets a year. Now 
industry spokesmen say they can 
look forward to a steady level of 
sales for replacements and second 


sets of between 5,500,000 and 6,- 
000,000 sets a year—until wide- 
spread acceptance of color TV 
gives the market another spurt. 


Though market saturation has 
been achieved for TV sets, there is 
still much room for growth in the 
use of electronic products in lei- 
sure-time. 

Take high-fidelity components, 
for example. The institute’s Joseph 
Benjamin views stereo as a techno- 
logical extension of hi-fi. He notes 
that the hi-fi boom didn’t really be- 
gin until the TV market was satu- 
rated. Now the people who already 
have hi-fi equipment will gradually 
upgrade to stereo. Little wonder 


down. When it gets within the $2,- 
000 to $2,500 range. Benjamin 
foresees the day when many Amer- 
ican homes will have a rack full of 
Broadway shows, operas, or movies 
on hand from which to choose an 
evening’s entertainment. 

“The only question is ‘when?’” 

Other segments of the leisure 
market, however, are far from be- 
ing saturated. 

H. B. Atwater, president of the 
marine products division of the 
McCulloch Corp., predicts that the 
number of boats in use in 10 years 
will double to around 15,000,000, 
with about 74,000,000 Americans 
enjoying the water—twice the 
number of participants today. 





$2900 $4999 
Games, toys $11 $27 
Photo equipment $6 $10 
Radio, TV, phonos $39 $44 
Spectator fees $19 $33 
Sports goods $5 $18 
Others $55 $94 
Total $138 $233 
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A higher income means more spent on leisure 


One part of Life magazine’s exhaustive study of consumer ex- 
penditures delved into income groups’ average expenditures on 
recreation and recreation equipment. It gives this sharp picture of 
how rising income affects expenditures on recreation, which is ap- 
plicable to leisure, though in broader terms. 


$2000- $4000- $50u0- $7000- $10,000 All 
$6999 


$9999 up households 
$23 $28 $45 $19 
$12 $27 $30 $11 
$47 $45 $61 $42 
$31 $41 $65 $28 
$16 $37 $74 $16 
$133 $221 $92 
$322 $513 $215 





then that he expects the hi-fi and 
stereo components industry to en- 
joy a two or three times increase 
to a level between $600,000,000 and 
$900,000,000 in the next ten years. 


New-product impetus 


Moreover, Benjamin looks for 
further technological developments 
to keep sales in his industry soar- 
ing upward. 

For instance, he predicts that in 
10 years video-tape will be an im- 
portant factor in home entertain- 
ment. Actually, it is merely a 
blending of TV’s sight and hi-fi’s 
sound, which is already in com- 
mercial broadcast use. Price, of 
course, is the barrier now. The 
video-tape sets used in TV stations 
commerically cost upwards of $50,- 
000. But as the “state of the art” 
advances, costs are bound to come 


Future headed up 


There seems little doubt that the 
only place for the leisure-time mar- 
ket to go is still up. Precisely how 
much is difficult to say. Five years 
ago it was confidently predicted 
that boating would cross the $1-bil- 
lion level by 1959. It not only did, 
it doubled that. Conservatively, 
then, it’s not too much to expect 
the over-all leisure market to hit at 
least $50-billion in the next decade, 
barring a major war or recession. 
For, as industrial designer Mont- 
gomery Ferar of Sundberg-Ferar 
Inc., reads the mood of the times: 
“The Puritan ethic has vanished. 
Americans are out to have fun. It’s 
not only morally right to spend 
money on it, it has become patri- 
otic to do so.” 
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Aerosols belong; 
in sports displays | 


There’s good profit and fast turnover in 


aerosol products used by sportsmen 


There’s a natural tie-in market for many aerosol 
products in your sporting goods section. These push- 
button products appeal to sportsmen because they are 
easy to carry, easy to use. 

You can boost sales if you build a display of se- 
lected aerosols in or near your sports’ section, Aero- 
sols have achieved a remarkable rate of sales in only 
a few years. Sportsmen have been one of the key 
markets responsible for this product acceptance and 
growth. 

Aerosol] paints, for example, have risen from a pro- 
duction of 1.8 million cans in 1951 to between 30 and 
40 million cans last year. 

Whether customers want to touch up a hockey stick 
or repair a boat, aerosol paints are quick, convenient, 
and easy to use. Push-button paints and lacquers 
should be the focal point of your display. 

In addition to paints, add other sport-related aero- 
sols such as cook stove and lantern refills, fire extin- 
guishers, bug killers, clear plastic coatings, insect re- 
pellents, and fire lighters. You probably have some 
of each of these on hand right now. 

You could probably fill several shelves of a counter 
in your sporting goods section with nothing but fast 
turnover, high profit aerosols. 

Aerosols make effective tie-in items for suggestion 
selling to hunters, campers, and water sportsmen. 
The average unit price is in the $1-$2 range. Impulse 
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A few shelves of aerosols next to sporting goods will pay 
off in impulse and tie-in sales. 


sales will run high if displays are built where sports’ 
customers can see them. 

To give you a better idea of what you may be miss- 
ing if you aren’t merchandising aerosols, here are 
the sales figures* on push-button pigmented and metal- 
lic paints for 1951-1957: 

Year Sales of all sizes 
1.8 million cans 

4.5 million cans 

8.2 million cans 

8.2 million cans 

7.7 million cans 

19.6 million cans 

30.1 million cans 

Aerosol paint sales have increased by 15 times in 
a few years. Comparable increases have been noted 
in the other aerosols mentioned above. 

Chances are, you will lose sales that you will never 
know about if you don’t tie-in assorted aerosols with 
your sports’ displays. 


* Chemical Specialties Manufacturers Assn., Inc. 
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Small boats, new status symbols for millions of Americans. 


Marine hardware and supplies... 


Your opportunity line in the 60s 


Of all sports lines, marine hardware 
will grow fastest in the 1960’s. Here’s 
why, and how you can make a profit 


promoting marine hardware in your store 


Drive down any highway from April through 
October and you'll whiz by boat trailers heading in 
every direction. The trailer is the symbol of the 
mobility of today’s boat owner. The trailer points 
to the general trend of the marine hardware market. 

Boat owners no longer need to live close to fresh 
or salt water. The trailer lets them live inland, yet 
indulge their favorite water sport. By the same token, 
the trailer points up the fact that a marine hardware 
section does not have to be in a hardware store at the 
wats edge. Hardware stores miles inland have a 
big, and growing market for marine hardware lines 
amo g local boat owners. » 
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Marine hardware, supplies 
your opportunity line 
(Continued ) 


The amazing growth of the 
marine market since World War II 
has been far greater than pre- 
dicted. What the automobile has 
done for land travel, the boat 
trailer has done for water travel. 
Boating is fast becoming one of 
the most popular sports. The ma- 
rine hardware market is expand- 
ing. 

Hardware dealers in many com- 
munities are finding a new profit 
source by carrying a basic stock 
of marine hardware and acces- 
sories. The initial investment in 
marine supplies is relatively small. 
The turnover is fast, from spring 
through late fall. 

The overall market is some 40 
million boat users who regularly 
spend leisure time at lakes, rivers, 
and oceans in more than seven 
million boats of every description. 
Whether the boat is a runabout or 
yacht, there is a constant need 
for fittings and accessories as ad- 
ditional or replacement equipment. 

Thus far, few hardware dealers 
are ready to profit from this grow- 
ing market. Result? Marine dealers 
near lakes and oceans are piling up 
profits during the seven month 
marine season in most areas. In 
southern areas, the marine hard- 
ware market is a year ’round mar- 
ket. 

Factories are annually producing 
more than 300,000 new boats. And 
the old ones seem to last forever. 
Here is how the boat market is 
growing. 

Kit-boats for do-it-yourselfers 
are the current rage, selling at the 
rate of some 100,000 boats a year. 

In all, upwards of 400,000 new 
boats are touching water a year in 
the current market. That’s 10 boats 
for every hardware dealer. 

In addition, home handymen are 
building their own boats from 
scratch. There is no record of this 
figure. 

As more new boats and refur- 
bished boats spin down highways 
on their trailers, a steady stream 
of new profit potential is building 
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Boating is leisure activity for 40 million hardware customers. 


up for hardware dealers who pro- 
mote marine hardware sections. 

Here’s a summary of known boat 
and trailer ownership for last year. 
These are minimum, conservative 
figures: 

@ More than 6 million outboard 
runabouts. 

@ More than 1.6 million boat 
trailers. 

@ More than 560,000 sailboats. 

@ More than 100,000 outboard 
cruisers. 

@ More 
cruisers. 

@ More than 50,000 auxiliary 
sailboats. 

There are more than 10,000 boat 


than 300,000 inboard 


berthing facilities, including 
marinas. 

Who owns the boats these days? 
Here’s an approximate breakdown 
of ownership: 

Percent of 
Occupation total boats 
Skilled workers 
Clerical and sales personnel . .17% 
Managers and proprietors ...13% 
Professional people 
Semi-skilled workers 
Farmers 
Others 

Here are some of the more im- 
portant boating trends that are 
factors to consider in planning a 
marine section: 





(1) Common use of two out- 
board motors for small and medi- 
um sized craft, where one motor 
was once considered adequate. The 
market is growing for first-time, 
and for multiple motor owners. 


(2) More aluminum and plastic 
hulls being produced. Current pro- 
duction: some 56 percent of all 
hulls are wooden; 31 _ percent 
aluminum; 12 percent glass fibers 
or plastics; 1 percent steel. New 
designs and materials stimulate 
interest in boat ownership, thus 
speeding up the growth of the mar- 
ket. 


A $500 stock will set you in business. 


(3) The steady trend to use of 
plastics, fiber glass and aluminum 
means new demands for hardware, 
fittings, repair parts. 


(4) There’s growing emphasis 
being placed on safety by local and 
national groups, in the wake of an 
alarming increase in accidents. 
Safety goods such as life pre- 
servers, speed indicators, lights, 
and horns are in the spotlight for 
more sales. 

The key facet in the remarkable 
growth of marine hardware and 
supplies is that business is poom- 
ing everywhere. For instance, 
there is a thriving demand for 


marine hardware in Kansas, a 
state without large natural lakes. 

Those who love the water will 
travel any distance to get to it. The 
location of your store, in regard 
to nearby water, has less to do 
with sales than how well you main- 
tain stock and promote marine 
lines. 

Assuming you’ve made a decision 
to try your hand in marine lines’ 
merchandising, you will find that 
getting started is not difficult nor 
expensive. 

HARDWARE AGE asked whole- 
salers who are active in marine 
ware to relate what a dealer get- 
ting into marine hardware should 
know about basic stocks, inventory, 
profit, and turnover. 

Here are the suggestions: 


@ A dealer can get started with 
about 75 to 100 basic-basic items. 
Some dealers hold the line to 50 
items, but this is cutting the selec- 
tion thin. Other dealers go well 
over the 200-item mark, including 
selections of boat supplies such as 
cooking equipment and two-way 
radios. 


@ In the non-tropical climates, 
a dealer will have a six or seven 
months selling season, from late 
February through early September. 


@ Most marine hardware and 
supplies are stable lines, with few 
styling changes from year to year. 
A dealer can safely carry over 
surplus stocks. 


@ Mid-March through mid-June 
represents in marine hardware 
what Christmas represents to the 
toy market, unless a dealer is in a 
mild climate where marine hard- 
ware sales flatten out throughout 
the year. 


@ A dealer will have to invest 
about $500 to lay in a basic staple 
assortment of marine hardware 
and supplies. A two-time stock 
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A small boat, a mofor.. 


Marine hardware supplies 
your opportunity line 


(Continued ) 


turnover through the ‘six month 
season is common. 


@ A dealer will decide on the 
best marine lines for his area. 
That is, salt water is much harder 
on hardware and rubber goods 
than fresh water. A dealer will 
choose from brass, bronze, stain- 
less steel, aluminum, and plated 
alloys in hardware assortments. In 
selecting line and cable, a dealer 
chooses from polyethylene, nylon, 
natural fibers, wire, and combina- 
tions of materials. 

A dealer will need the advice of 
his wholesaler to eliminate buying 
mistakes in the very wide range 
of specialized supplies available. 


@ A dealer will stock boat 
paints and varnishes for fresh and 
salt water use. 


@ One large gondola, or 6 ft 
wall section, should hold most of a 
starting inventory, unless a dealer 
goes in for bulk items such as 
fenders, buoys, etc. 
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. just the beginning of marine sales. 


@ Profit averages from one- 
third in competitive areas near 
marinas and boat specialists, to 40 
percent and more where a dealer 
can take full margins. 


@ Roadside signs advertising 
marine lines are helpful in divert- 
ing traffic to a dealer’s store. 


@ There is a good rental market 
for boat trailers and motors. These 
rentals lead to sales. 


@ Average unit sale in marine 
supplies is in the $15-20 range. 
Credit becomes a vital selling tool 
in this range. 


@ Product knowledge is a must. 
A dealer will want to bone up on 
boats, motors, and water talk. 


In the list of key marine sup- 
plies that follows, you will get a 
round view of what goes into a 
big, well balanced marine display. 
You will find that many items 
needed by boatsmen are already 
on your shelves in various sections 
of the store. 


Many dealers’ interested in 
marine supplies will realize at once 





that the list is too big for them. 
To seek out the items you wish to 
carry, and those you wish to trim, 
make a personal check of Sears’ 
or Ward’s spring catalog. You'll 
see where: the emphasis is placed 
for national readers. This is your 
best guide to a minimum list of 
staples while you are gaining 
enough experience to make your 
own list. 

A visit to the nearest store that 
sells marine supplies is also a good 
way to determine local market 
demand. 

With the list that follows in 
your pocket, visit your wholesaler 
and ask for his opinion on select- 
ing basic beginning items. 

When you start selling marine 
supplies, let the trade know about 
your new department. Inside and 
outside signs help. A newspaper ad 
is even better. 

Once you start getting cus- 
tomers, repeat traffic will take care 
of itself. 

There are more than 800 yacht 
clubs, 300 boat racing associations, 
and some 500 other formally 
organized boating groups in the 
country. Locate those nearest you. 
Send out an announcement about 
your entry into the marine market. 








How to set up a marine section in your store 


Here are some of the marine lines that you can sell in your store. Some 
of these lines you already stock. Check this list as a start in getting 


your share of the marine market business in your community 


You should plan to invest $500 or more in boat 
supplies and hardware before your marine head- 
quarters sign goes up. 


The items listed below cannot all be termed 
basic-basic styles. They are, rather, a broad list- 
ing of what might be found in a well stocke 
store. You will need a good selection from this 
list to suit local demand. Many of the items 
listed may already be on your shelves in other 
sections. These are starred (*). 


Galley cookware, cutlery, flatware* 
Plastic, paper dishes* 

Cooling chests, vacuum jugs* 

Portable stoves, canned fuels* 

Folding stools, beds, deck chairs* 
Assorted life preservers 

Sunglasses, hats 

Gloves* 

Air mattresses, pillows 

Portable bilge pumps, bailers 

Small anchors (hook, disc, mushroom) 
Oar locks, leather menders 

Round, open, Northern oar sockets 
Motor start rope 

Deck line, anchor line 

Fuel can, funnels* 

Motor covers, stands, battery cases 
Compasses, clocks, barometers, knives* 
Lanterns, refills, flashlights, batteries* 
Varnishes, enamels, lacquers, thinners* 
Brushes, rollers, sprayers* 

Wire brushes, sand and emery paper* 
Paint removers, scrapers, masking tapes* 
Mops, buckets, detergents* 





Metal polishes, plastic sprays* 

Flags, horns, searchlight, bulbs 

Gear greases, oils 

Locks, hasps* 

Engine safety chains 

Cements, fillers, sealers, glues* 

Metal mastics, liquid rubber, sealants* 

Fiber glass kits 

Underwater hardware for inboard motors: 
Shafts, scoops, wedges, flanges 
Taper and keyway 
Fasteners 

Deck hardware for runabouts, etc.: 
Bow, stern, running and pole lights 
Flagpoles, rope guides, snaps 
Pulleys, turnbuckles, eyes, hooks, fasteners 

Speed indicators 

Fire extinguishers* 

Rubber mats, treds* 

Basic hand tools* 

Bumpers, fenders 

Small rope and rigid ladders 

Steering wheels, remote controls 

Boat house kits 

Two way radio, antenna 

Anchor pulleys 

Convertible tops, windshields 

Sheet canvas, nylon, fiber glass 

Condensed air horns 

Oar, paddles 

Bait buckets, fish nets* 

Letters, numerals* 


Mooring arms, buoys 
Boat covers, trailers, dollies, couplers 
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Sporting goods sales patterns... 


Proved in new market study 


A study of sporting goods sales patterns 
recently completed by HARDWARE AGE 
shows that this key category accounts for 
9.5 percent of total hardware store sales 
volume. This amounted to $12,605 per 
store, in stores with $50,000 or more in 
total annual retail sales per year, in 1958. 

The HARDWARE AGE study carefully mea- 
sured the amount of business done by deal- 
ers in selected sporting goods items and 
lines. 

Some of these items are shown in the 
table in the next column. It is emphasized 
that the items in this study were selected 
on the basis of general interest. 


Major dealers lead in sales 


The selected list shown here is made up 
of items and lines carried by more than 50 
percent of dealers with total yearly sales 
of $50,000 or more in all merchandise lines. 

Other product lines not listed may also 
be carried by more than 50 percent of 
dealers. 

These major dealers in the study ac- 
count for 77.7 percent of the total sporting 
goods sales in hardware stores. This total 
figure for sporting goods amounts to 
$175,789,346. 

The study also shows that 63 percent of 
all major dealers sell sporting goods. 

This study is one of a series of product 
surveys sponsored by HARDWARE AGE to 
continue developing useful information on 
the hardware market. This study was made 
by National Analysts’, Inc., Philadelphia, 
a leading independent market research 


Percent of dealers* handling 


certain selected items: 


Flashlight batteries 
Flashlights 

Vacuum bottles 
Picnic jugs 

Roller skates 

Boxes: ice & picnic 
Fishing & hunting knives 
Ammunition 
Softball equipment 
Fishing tackle boxes 
Fishing reels 

Flies, baits, lures 
Baseball bats 
Fishing rods 
Baseball gloves 
Braided fishing line 


Sleds 


Monofilament fishing line 


88.7%, 
88.5°, 
84.4°/, 
79.4%, 
71.5%, 
67.2%, 
64.5%, 
60.1°/, 
60.1°, 
57.7%, 
57.6%, 
56.2%, 
56.1°, 
55.7%, 
53.9%, 
51.3%, 
51.2% 
50.9%, 


* These are major dealers whose sales volume in all 


organization. product lines is more than $50,000 a year. 
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NO.15 HEAVY DUTY CLOSERS 


Leaf Type Auxiliary Spring Eliminates 
“Bounce”. The Ideal No. 15 Heavy Duty Closer 
furnishes the ultimate in performance on 
standard weight wood and aluminum doors. 
Because of its additional latching power it 
is a practical closer for jalousie and 
interior wood doors. 

A tempered steel leaf spring works to 
counteract the pressure build-up of the 
internal coil spring. Gives easier 
opening and greater latching power. 
Lubricated for 10 years. No. 17 Ideal 
Closer is similiar except 
it has heavier leaf and internal 
coil spring for extra 

eavy doors. 


PROTECTOR CHAINS 


Chain sets for combination doors and 
jalousie doors provide added protection for 
hinges, closers, glass and doors. 
Chains are cadmium finished. 


NO. 90 IDEAL CLOSER 


For Storm and Screen Doors. The Ideal 
No. 90 Closer has the outstanding features 
of the No. 80 except that it does not 
have the protector chain and hold-up 
spring. Self-lubricated for 10 years. 
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NO. 80 IDEAL CLOSER 


For standard weight metal and wood storm 
and screen doors. The Ideal No. 80 Closer has 
a protector chain with hold up spring. 
The plunger rod has a neoprene “O” Ring 
for air seal rather than troublesome leafher-. 
Oil Tempered spring and fast latching 
feature provide maximum closing 
power with a minimum of “bounce”. 
Shock absorber spring checks door 
at approximately 90° opening. 

Has locking device to hold doors 
open. Guaranteed self-lubrication 

for 10 years. 
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SELF-OILING CLOSERS 


All Ideal Door Closers contain a unique oil 
cartridge that completely lubricates internal parts 
for 10 years. Extra long, oil tempered spring 
is fatigue proof and provides 
maximum closing power. 


KNOB 
LATCHES 


Ideal Knob latches have floating heat 
treated hexagon spindles supported on each 
end by Bronze Ojilite Bearings. Only 
three 4,” holes are needed for quick 
installation. Has solid backed 
tulip knob. Available with 
extended shanks for jalousie 
doors. Choice of solid 
or resilient handles and 
strikes. Convertible to 
key locking. 
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IDEAL LATCHES 
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® Now the number one choice of door manufacturers 

® A profitable replacement item for vou. 

e Easiest! to install _ just three !,” holes 

® Bronze Oilite Bearings on all rotating surfaces 

® All Knob Latches convert to Knob Locks with addition of cvlindet 
locking unit 

® Available in silver and lustrous brass : 

® I inest and most durable finish in the industry— two coat, electrostati 


baked ename| process final coat weatherproot superhard eC DOXx\ resin 


IDEAL BRASS WORKS, INC, 27225 tinnccota 


IDEAL HINGES 


Ideal offers a complete line of plain or Oilite 
Bearing Hinges in a variety of types and 
finishes. Available in full mortise, full surface 
or half surface. Base size is 3” x 2 3%”. 
Hinges are available in Aluminum with 
Bronze Ojilite Bearings, Stainless 
Steel with Bronze Oilite Bearings (last 
up to 20 times longer), Plated 
Steel, Solid Brass or Bronze. 

There is an Ideal Hinge 
to meet your customers’ 
every need. 


SASH ADJUSTERS QuIKI WINDOW CONTRO! 
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PUSH PULL 
LATCH 


Ideal’s Push-Pull latch requires only 
three 1,” holes for easy installation. This latch 
features pressure-cast handles and low 
cost. Sliding thumb-button locks it 
from inside . . . anti-lockout features: 

No springs in latch to break. Available 
sizes to fit 4%” to 14” doors. 


INSWINGING LATCH 


Here’s the first practical solution to 
the problem of inswinging combination and 
jalousie doors. Fits stiles as narrow as 
134” and doors 5%” to 134” thick. 
Rotating surfaces operate on self- 
oiling Bronze Oilite Bearings. 





Converts to key lock. 


ADAPTER PLATES 


Prepunched for use with Knob 
Latches, and Inswinging Latches when 
replacing other type latches. 

Will cover up to 1” holes. Available 
in silver or lustrous brass. 
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WOVEN-WIRE FENCE 


long-lasting sturdy design 
rust-resisting, zinc-coated 
meets every farm need: 
for poultry, cattle, orchards, etc. 


QUALITY 


FAST 
DELIVERY 


NAILS, BRADS, AND STAPLES 


bright, blued, galvanized, 
or cement-coated 
all popular styles and sizes 
in handy 50-lb and 100-lb cartons 


BOLTS AND NUTS 


all standard sizes and styles 
packed in handy, easy-to-identify 
cartons 


BARBED WIRE 


top-quality galvanized 
evenly twisted strands, well-wrapped barbs 
80-rod reels in all popular 
2 pt and 4 pt styles 


The nearest 
Bethlehem sales office 
or hardware jobber 


Can Rive you 


GALVANIZED STEEL fast delivery. 


ROOFING AND SIDING 


easy-to-install, zinc-coated 
4 styles—V-crimp, corrugated, 
Roll-roofing and Stormproof 
(non-siphoning) 
all matching accessories 


AUTOMATIC-BALER WIRE 


meets ASAE specifications 
uniform gage, annealed 
fits all modern balers 
packed in handy cartons 


BETHLEHEM STEEL COMPANY 
BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


STEEL FENCE POSTS 


strong and easy-to-drive 
new-billet steel, painted green 
three styles as shown 


BETHLEHEM 
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Colonial 
Kitchen 


MIXING BOWLS of heat-resistant ovenware Number size Description Stn. 


W856/5967 6” Yellow Band 2 21 
These Anchorwhite Colonial Kitchen Mixing Bowls make W857/5968 7X,” 


Turquoise Band 2 29 
whipping up a cake, salad or dessert more fun... add color W859/5969 83%” Coral Band 1 28 


and glamour to the kitchen. Because they are heat-resistant, ws800/142 3Pc.Set,lea. 8Sets 35 
. . above, nested in 

they can also be used for cooking. Excellent for storing foods Ladle death onli 

... ideal for refrigerator-to-oven-to-table service! Every 

homemaker will love these new Colonial Kitchen Mixing ANCHOR HOCKING GLASS CORPORATION 

Bowls with their colorful bands. Lancaster, Ohio, U.S.A. 





BEAUTIFUL GIFTS FOR MOTHER'S DAY! 


Priced right... packed right cin  =— 


No. Packing . Retail 


...and right profitable ws00/54 6 Sets $1.49 set 


w500/55 6 Sets 2.20 set 
600/76 6 Sets 1.89 set 


These unusually attractive and practical mixing bowl sets and W569-G/13 1 Doz. 1.00 each 


other gift packed glassware will delight any mother. And they’re W89%6-G/13 1 Doz. 1.00 each 
so sensibly priced that even the youngsters can easily afford them. W50-G/13 1 Doz. 1.00 each 
Promote them for Mother’s Day gifts...in your windows and on 

your counters. Feature this beautiful Anchorglass giftware, and W856/5967 .35 each 
you'll make extra profits during the second biggest gift-buying W857/5968 as shown on 43 each 
time of the year—Mother’s Day. Order them today! For additional W859/3969 opposite page A each 
information, see our wholesale distributor or write us direct. 


W8s00/142 1.69 set 


Now...more than ever... ANCHORG LASS 
makes you money...makes you friends 





W500/54 


5 : W500 /55 

pc. Bowl and Plate Set. ; 7 Ww | 

4 = : pc. Milk-White Hobnail Water Set 

@lar- 13" cake plate, one 91/2” bow! . One 72 oz. pitcher, six 9 oz. water tumblers 
Gift boxed. . etiiaaetshite 


a: 

600/76 | \ 
8 pc. Crystal Vintage Snack Set. W569-G/13 ‘ 
Four 5¥2 oz. cups, four 11%” x 6%” ’ 


: 9” Divided Candy and Nut Dish 
trays with handies. Gift boxed. : 22K gold olen etiiaaet tt ee 


~ : i ow A. 
3 Gee : 
3 





W896-G/13 


9%” Milk-White Egg Plate, . 11a” Milk-White Divided Relish Dish 
decorated in 22K’ gold. Gift boxed. | ; decorated in 22K gold. Gift boxed. 


W50-G/13 


Gals go for EKCO 


All Metal Tea Strainer— 


y Out’’ Measuring Cup— -* tj. Wy i} ‘ t 4 7 | “Natural Angle’’ Tongs— 
~#R-71K about 3c Wid) #56K about 29c 


EKCO-AUTOVRE DIVISION EKCO PRODUCTS COMPANY, CHICAGO 39, ILL. 


Want more facts? Circle 164, p. 127 
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‘Soap Saver’’— 
#S-219W about 19c 











“Pop Out" Strainer— 
#2699 about 29c¢ 


Brand New Colorfully Carded Impulse Items 
Sell Themselves Right Off Your Shelves 


8-Wheel Knife Sharpener— 
#2696K about 69c 


Here they are—nine hot traffic gadgets 
priced for long profit margin and 
volume selling! They’re instantly rec- 
ognized as time and work-savers by 
the person who does ninety percent 
of the buying for the kitchen—the 
housewife! 


At every price level, Ekco offers 
Want more facts? Circle 164, p. 


more quality for the money, more 
selling help, more merchandising. Ekco 
is the only nationally advertised brand 
in the gadgets field. 

Gadgets build traffic, bring long 
profits. Ask for the Galaxy of Gadgets 
today. See your local Ekco-Autoyre 


distributor or salesman. 
127 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 127, and mail 


Item 1 
Three aluminum clotheslines 


This aluminum clothesline has 
been added to the Anchor line of 
wire products. It is made in #9 
W&M and #11% W&M gauge 
solid aluminum and in seven 
strands of #18 W&M gauge alumi- 
num. Anchor’s clothesline comes in 
nonkinking 50 and 100 ft con- 





nected coils packaged in display 
cartons. Anchor Wire Corp., Dept. 
HA, 183 Jamaica Ave., Jamaica 28, 
IN. 2s 


Item 2 

Baking accessories display 
Ekeo’s “Baking’s Fun” display 

assortment has 348 baking pans 

and gadgets. Included are beaters, 

spoons, rolling pins, and basting 
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brushes. All items are below $1. 
The assortment has a retail value 
of $166.56. Assembly instructions 
are provided in the easy-to-set-up 
display. It is 34 in. wide at the 


base, 4314 in. wide at header and 
75 in. high. Ekco-Autoyre Div., 
Ekco Products Co., Dept. HA, 1949 
N. Cicero Ave., Chicago 39, Ill. 


Item 3 
Small aluminum fire kettle 


This small aluminum fire kettle 
holds burning briquettes from a 
barbecue fire and keeps a coffee 
pot or carafe piping hot for hours. 
The top grill is 6 in. in diameter. 
The black iron base is 44 in. high, 
and has a finger-grip handle. No. 
880 Coffee Warmer comes individ- 
ually boxed, with a display band 


around the aluminum fire kettle. 
It retails for $2.98. Washburn Co., 
Dept. HA, 28 Union St., Worcester 
8, Mass. 


Item 4 
Special saw for plywood 


This new Simonds Plywood Com- 
bination saw, No. 66, is for hand 
feed use on table, radial arm, and 
swing saws. It eliminates top and 
bottom splinters or slivers, trims or 
cuts off plywood smoothly across 
the grain, and rips and mitres 
smoothly. Features are style “Q” 
teeth with an extreme shear angle 
on the face and saws are clearance 
ground two gauges on each side. 
Teeth can be re-sharpened by hand 


. filing, hand gummer or automatic 


sharpener. It comes in 8, 10, 12, 14 





Here is a quick Check 
List of items described 
in the following pages 
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and 16 in. diameters in one stand- 
ard thickness. Simonds Saw and 
Steel Co., Dept. HA, Fitchburg, 
Mass. 


Item 5 
Power shrub-grass shears 


Two electric shrub and grass 
shears are featured tools in a new 
Skil lawn and garden line. These 
power tools trim grass, edge side- 


walks and flower beds, shape 
shrubs and clip flush to walls. 
Other features are scissor-action 
blades, a guarded blade area and 
a slip clutch. Model 529 DeLuxe 
grass shear, shown, cuts a 6 in. 
swath and weighs about 4% lb. It 
retails for $39.95 without an op- 
tional Roller-Handle that retails for 
$5. Skil Corp., Dept. HA, 5033 
Elston Ave., Chicago 30, Ill. 
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Portable outdoor light 
Propane solder torch kit .... 
Motor maintenance tool kif... 
Two metal tubing cutters ... 
Triple pot wall planter 
Rust-inhibitive coatings 

Grass barrier in cartons 

Cut glass shells, tumblers .... 
Webbed chair and chaise .... 
Plastic hose nozzle display ... 
Housekeeping toys in kit .... 
Metal kitchenware items .... 
Umbrella for riding mowers... 
42-in. circular tree skirts 
Engine tune-up tool kit 
Vented wall heater line 
Weedless lure for jib fishing. . 
Outdoor lighter display 
Target shooting air rifle .... 
Line of machinists’ vises 
Dinnerware catalog sheets ... 
Tool assortment bulletin 
24-page sprayer catalog , 
Contour scraper catalog .... 
Tool chest booklet 

Zinc die cast finishing 

Toilet seat mat bulletin 
Anchor and fastener catalog. . 
20-page hardware booklet... 
Builders’ hardware folder.... 
Closet rod catalog page .... 
Vise and level catalog 
Colorful pottery catalog 

Stee! shelving brochure 

Putty pencil folder 

Garden shear catalog 

["] 48-page tool catalog 
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Item 6 
Brushes in two bristles 


Rubberset has Imperial brushes 
for the reasonably-priced, better 
quality brush market. These Im- 
perial brushes come in black bris- 


tle, No. 115, or white bristle, No. 
150, plus angular sash in both bris- 
tles. Seven sizes, from 1 to 4 in., 
plus the angular sash are available. 
They are part of the new Rain- 
bow 1-to-4 Homeowner Line. Im- 
perial brushes are blister-packaged 
on colorful cards and each size is 
prepriced. Rubberset Co., Dept. 
HA, 900 Passaic Ave., East New- 
ark, N. J. 


Item 7 


Compact cutting tool kit 
Skilled mechanics or handy 
homeowners are traffic for Great 
Neck Saw’s kit of cutting tools for 
wood, plastic, metal, and other ma- 
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WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


terials. It’s the K-11-K Kut-Up 
Kit, and consists of one K-11 Util- 
ity knife handle, two razor-honed 
Utility knife blades and one each 
of the 18 and 24 tooth flexible 
Utility saw blades. All blades fit 
the K-11 handle. This kit is pack- 
aged for racks and has a dustproof 
plastic bubble. Twelve kits come 
in a box. Great Neck Saw Mfrs., 
Dept. HA, Mineola, N. Y. 


Item 8 
Matching bowls, casseroles 


Here’s a Pyrex Mix and Match 
set that includes four bowls and 
three covered casseroles. The bowls 


come in 11%4-pt, 144-qt, 2%-qt, and 
4-qt capacities and the casseroles 
in 1-pt, 144-qt, and 1-qt sizes. Color 
combinations are pink and opal, or 
turquoise and opal. Each piece has 
a Pennsylvania Dutch butterprint 
pattern. This Corning Hardware 
Week feature comes gift-packaged 
and retails for $8.70. Corning 
Glass Works, Dept. HA, Corning, 
Nias 
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Item 9 
Portable dual beam lantern 


This Bernz-O-Matic dual beam 
lantern is handy for picnics, camp- 
ing trips, power failures, and cot- 
tages or trailers without electric- 
ity. It has disposable propane gas 
fuel cylinders and is lit with a 
match. A built-in reflector provides 
300-deg frontal and a 360-deg base 
light beam. Other features are a 


shock-resistant steel body, a Pyrex 
heat-resistant globe and finger- 
tip adjustment for beam control. 
The 7-lb baked enamel lantern is 
11 x 5% in. and retails for $14.95. 
Otto Bernz Co., Dept. HA, Roches- 
ter, N. Y. 


Item 10 
Home repair items center 


You can display 90 bubble-carded 
home repair products in less than 
two square feet of counter space 
with this Magic Home Repair Cen- 
ter display rack. The rack contains 
an assortment of 11 different 





Magic products. This wire rack is 
free with orders for No. 124 or 
No. 125 assortment of 11 different 
pre-priced, carded products. No. 
124 costs you $24.26 and contains 
72 items. No. 125, with 133 items, 
costs you $49.54. Magic Iron Ce- 
ment Co., Dept. HA, 5403 Bower 
Ave., Cleveland 27, Ohio. 


Item IT 
Assorted garden goods rack 


You can set up a garden supply 
department with this Lafayette 
Brass rack. The rack is free when 
you buy an assortment of two 
sprinklers, two nozzles, and plastic 
ring sprinklers. Prices for these 
items range from 89¢ to $1.20. 
The retail value of the Model No. 
10 assortment is $103.08. The 
Garden Center is shipped in two 
cartons, one with the merchandise 
and the other with the display. 


; 
a 


The easy-to-set-up display is 54% x 
1% x 2 ft. Lafayette Brass Mfg. 
Co., Dept. HA, 409 Lafayette St., 
New York 3, N. Y. 


Item 12 
Tape and adhesive display unit 


LePage’s “3-way merchandiser,”’ 
promotion #9208, features a com- 
bination wire rack-cardboard base 
unit that can be used as a complete 
display or as three separate dis- 
plays. This assortment of 8% doz 
tapes and adhesives offers you a 40 
percent profit. The display inclu“es 
24 rolls of % x 800 in. cellophane 
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tape, six rolls of % x 1296 in. tape, 
24 rolls of % x 400 in. tape, 12 
bottles of white glue, 12 tubes of 
household cement, 12 bottles of 
mucilage and 12 jars of white 
paste. LePage’s Inc., Dept. HA, 
Metuchen, N. J. 


Item 13 
Wire floor rack for paint 


Glidden’s compact new floor dis- 
play rack will help you merchan- 
dise its line of Rustmaster metal 
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protective paints and primers. The 
rack is free with the initial assort- 
ment of Rustmaster products, in- 
cluding five ready-to-use colors, 
six intermixes plus black, white, 
and aluminum. This rack, of heavy 
gauge steel wire, displays the 
spray primer at the top with the 
primer and colors in standard cans 
on six levels below. Slanted shelves 
move new cans to the front of the 
rack as paint is sold. Glidden Co.., 
Dept. HA, Madison Ave. and 
Berea Rd., Cleveland 2, Ohio. 


Item 14 
Car and home washer brush 


Empire’s No. 5902 car and home 
washer brush has a_ brush-head 
with a polyurethene center and a 
horsehair bristle border. Cap and 
center are color-coordinated in 
pink, yellow or turquoise. The 
washer has a 30 in. handle, and an 
automatic shut-off valve. Comes 
packed in a zip-tape display carton 
that turns into a display unit when 


’ 


the top is zipped off. Retail price 
is $3.29. Empire Brushes, Inc.., 
Dept. HA, 200 William St., Port 
Chester, N. Y. 


Item 15 
Turnbuckle display unit 


Five Larson assortments can be 
displayed from these colorful three- 
way units. These units can be used 


on counters, perforated boards, or 
walls. Perforated board hooks and 
screws come with each assortment. 
Eyebolt and turnbuckle assort- 
ments each contain 100 pieces in 10 
sizes and the U bolt assortment 


has 50 pieces in five sizes. The S 
hook assortment has 245 pieces in 
10 sizes and the lag screw eyebolt 
assortment has 105 pieces in 10 
sizes. Chas. O. Larson Co., Dept. 
HA, Box 358, Sterling, Il. 


Item 16 
Flexible epoxy glue for $1 


Woodhill’s new Duro-Plastic 
E-Pox-E Glue bonds iron, steel, 


brass, porcelain, wood, china and 
most plastics to itself and to each 
other. It’s a tough, flexible ~-glue 
that can take great stress and 
strain. This glue is useful for re- 
pairing hand tools, sealing leaks in 
pipes, or fixing broken toys. It is 
nontoxic, transparent, waterproof, 
and won't shrink. Two Duro-Plas- 
tic E-Pox-E Glue tubes are pack- 
aged in a Show-Pak and retail for 
$1. Woodhill Chemical Co., Dept. 
HA, 1390 E. 34th St., Cleveland, 
Ohio. 


Item 17 
Inexpensive fireside hod 


This inexpensive fireside hod, one 
of a Jones & Laughlin line, is 
handy for storing charcoal and kin- 
dling or as a catch-all for maga- 
zines and mail. Black, brass and 
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Want more details? Just circle item number on p. 127 


copper finishes are available. They 
have large lifting bails, a back 
handle for easy tipping and square 
mouths for easy pouring. These 
hods can also be sold as wastebas- 
kets or planters. They retail for 
about $3.25 each. Container Dviv., 
Jones & Laughlin Steel Corp., 
Dept. HA, 3 Gateway Center, Pitts- 
burgh, Pa. 


ltem 18 


Improved wireless intercom 
Vocaline’s improved and newly 

styled wireless intercom, the Voca- 

tron CC-60, can be set up in the 


home, office, or other locations by 
plugging the unit into any AC out- 
let. Each Vocatron is a self-con- 
tained master unit originating and 
receiving calls. A “silent-aire”’ 
squelch circuit is included to filter 
out unwanted noise. A _ press-to- 
talk switch can be locked in place. 
The CC-60 blends with any decor 
and measures 3x 8x6in. The Vo- 
catron sells for $109 the pair and 
additional units sell for $54.50 
each. Vocaline Co. of America, 
Dept. HA, Old Saybrook, Conn. 


Item 19 
Submersible cellar drainers 


Two new low-cost submersible 
cellar drainer lines in 14, 1/38, % 
and 34 hp sizes, called the Rapi- 
dayton Turbo-Drainer models, have 
a water-cooled motor, High head 
characteristics enable the 1, hp 
model to pump 1700 gph against a 
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head of 15 ft and the 1/3 hp model 
to pump 2400 gph against the same 
head. All models have a double-pole 
switch mounted on the discharge 
pipe. Turbo-Drainer lines are made 
in standard brass and in deluxe 
brass. The 4%, hp standard brass 
model retails for $52.50. Rapid- 
dayton Div., Tait Mfg. Co., Dept. 
HA, 500 Webster St., Dayton, Ohio. 


Item 20 
Five portable air coolers 


Wright’s 1960 line of five port- 
able air coolers features two mod- 
els with an activated charcoal filter 
that purifies the air as it is cooled. 
Pads in all models contain a special 
disinfectant, Hyamine 3500, that 


acts as a sanitizer and pesticide. 
The coolers run on household AC 
current. Other features are vinyl- 
clad cabinets, Aquadial cooling- 
ventilating controls and_ three- 
speed motors. Cooling capacities 
range from 100 to 450 sq ft and 
prices from $34.95 to $89.95. 
Wright Mfg. Co., Dept. HA, Box 
11247, Phoenix, Ariz. 


Item 21 
72 lb gas-operated rifle 


Here’s a new Remington gas- 
operated, autoloading high power 
rifle, the Model 742 Woodsmaster. 
Model 742A standard grade is 
shown. It weighs about 71% lb and 
is hammerless, has a solid frame 
and side ejection. It has five shot 
capacity and double action bars. 
Other features are a round, tapered 
22 in. barrel, cross bolt type safety, 
gold bead front sight mounted on 
matted ramp and a rear sight with 
windage adjustment screw. Cali- 
bers available are 280 Remington 
and 30-06 and 308 Win. Retails 


for $138.50. A deluxe model re- 
tails for $154.45. Remington Arms 
Co., Dept. HA, Bridgeport, Conn. 


Item 22 
Socket metal tool box 


These Challenger Pick - Quick 
socket sets keep tools in their cor- 
rect place with Exact-Fit Contours 
shaped to the outline of each tool. 
Sockets and attachments in this 
Challenger set are always in the 
same spot. When the box lid is 
closed, tools are locked in position. 
This feature is included at no ad- 
vance in price. Pick-Quick socket 
sets come in 4, *%, and % in. 
square drives, individually or on a 
































From the hundreds of home, 
kitchen and gift items manufactured 


today, Duncan Hines experts have 
chosen only the best to bear this 
famous brand name. The selection 


has been made for you. 
There is no longer a need for the 
store buyer to sift and sort through a 


variety of items of varying 











quality and price. 
Duncan Hines Products are 
pre-selected. You can have confidence 
that behind this name stand 
discriminating taste, the highest 
requirements of quality and certain 
success at the consumer point of sale. 
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NAILS 
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@ Sterling Ring and Screw Shank 
Nails are an important part of 
the complete Sterling Chem-Clean 
line of nails. Sterling Roof Rafter, 
Pole Barn, Masonry, Pallet, Box, 
Concrete, Flooring, and other 
types of annular ring or threaded 
shank nails provide lasting hold- 
ing power in the specific material 
for which they are designed. They 
allow you to recommend a nail 
that will do the best job for your 
customers. All Sterling Nails are 
available in handy 1, 5, and 10 
pound boxes . . . also bulk in 
sturdy 25 and 50 pound cartons 
with hand hold. Send for Nail 
Manual showing complete thread- 
ed and bright nail specifications. 


—— 
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tight sub-flooring. 
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POLE BARN... 
hold fast in 
creosoted poles. 
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ROOF RAFTER 
... for truss rafter 
or joist nailing. 


terling Chem-Clean Process 


ASSURES 
CLEANER, SHARPER, EASIER DRIVING 
NAILS 
Sterling Nails are cleaner, sharper, and 
easier driving because they are cleaned by 
an exclusive chemical vapor bath that 
degreases thoroughly, yet does not impair 
sharpness of points or threads. Be sure 
you’re giving your customers the finest 
nail value on the market . . . Sterling 


Chem-Clean Nails. 


NORTHWESTERN 
AND WIRE COMPANY 
Since 1879 


Sterling, Illinois 


STEEL 
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“BAIT OF CHAMPIONS” 
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TIP NO. 1—SCOOTER® 
(NEW fast-sinking model) 


New fast-sinking bait that gets down 
quickly. Darting, nervous action deadly 
for fresh and salt water game fish. 5% oz.; 
6 colors. Packed 12 to the display carton. 
Retail $1.35. 








TIP NO. 2—HUM-BUG® 


Runs shallow to prevent snags. Will not 

twist line. Willow-leaf spinner produces 

sound that bass hear and strike at. 4, %, 

14 oz.; 4 colors. Packed 12 on display 
_ card. $.85. 


TIP NO. 3—BUSY BODY® 


It rocks, it rolls, but will not twist line. 
Easy to cast and control. Sinking time 
sets running depth. 4, 3%, 4 oz.; 4 colors. 
Packed 12 on display card. Retail $.75. 


Every year, more and more fishermen are 
filling their tackle boxes with these proven 
Arbogast “Bait of Champions” lures. Be 
sure you have a complete selection. 


Powerful national CONSUMER AD- 
VERTISING CAMPAIGN in leading 
Outdoor Magazines stimulates sales, pre- 
sells Arbogast lures, helps make greater 
profits for you! 


SEE YOUR JOBBER TODAY! 


Write for FREE CATALOG on 
ARBOGAST “BAIT OF CHAMPIONS” 


FRED ARBOGAST COMPANY, INC. 


313 West North Street, Akron 3, Ohio 
Want more facts? Circle 167, p. 127 
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five-set merchandiser. Tool boxes 
are metal, finished in Hammerloid. 
Penens Tool Corp., Dept. HA, 
Schiller Park, Iil. 


Item 23 
Mower file counter kit 


Victor’s new rotary mower and 
garden tool files are now available 
in a counter merchandising kit. 
Twelve files, packaged in individ- 
ual plastic sleeves, are included. 
The merchandiser has a flip-up lid 


with a sales message. The sleeve is 
transparent on one side and has 
descriptions and illustrations of 


the file on the other side. These 
| files for sharpening rotary mower 
blades, 


garden tools and other 
household tools, have holes in their 
handles. Victor Saw Works, Inc., 
Dept. HA, Middletown, N. Y. 


Item 24 
Thumb-controlled nozzle 


Dial-A-Spray, a new Sherman 
nozzle, features a thumb control 


dial for any desired spray pattern. 
Adjustments are easily made for 
hard stream, gentle misting spray, 
and drenching drops. This nozzle 
operates at high or low pressure. 
It is made of molded, high impact 
Cycolac. The white, lightweight 
nozzle is carded and bulk-packed. It 
retails for 68¢. H. B. Sherman 
Mfg. Co., Dept. HA, 22 Barney St., 
Battle Creek, Mich. 


Item 25 
Three vises in new line 


“Scout,” a new Wilton vise, fea- 
tures a slide bar design that com- 
bines the front jaw and slide bar 
in a single casting. Other features 
include removable steel insert 
jaws, precision-machined screw, 
large anvil with forming horn and 
positive-locking swivel base. The 


vises in the Scout line have jaw 
widths of 34%, 4 and 4% in. Wil- 
ton Tool Mfg. Co., Dept. HA, 
Schiller Park, I. 


Item 26 
Light bulb merchandiser 


This display merchandiser is 
part of a new color-coded merchan- 
dising system for Sylvania Elec- 
tric’s incandescent light bulbs. It 
is 60 x 29 x 21 in. and occupies 
about 4% sq ft of floor space. It 
holds twenty-one 24-packs or 504 
bulbs. There is room in the back 
for storing three 24-packs. One 
side of the header promotes an In- 
side Frost assortment and the 
other side a Soft White assort- 





ment. Six over-wire pennants and 
a banner are included in a display 
envelope. Sylvania Electric Prod- 
ucts, Inc., Dept. HA, 730 Third 
Ave., New York 17, N. Y. 


Item 27 
Tray for frozen desserts 


Eight frozen desserts can be 
made at one time in Flambeau’s 
new Party Pops Frozen Treat 
Tray. This tray can be filled with 
ice creams, flavored beverages, cus- 
tards, and other foods. Safety 
grip holders are red, blue, green, 
and yellow. Two extra holders are 
included. Treats can be removed 
individually, or all at once. Two 


dozen come in a shipper. They re- 
tail for $1 each. Flambeau Plas- 
tics, Dept. HA, Baraboo, Wis. 


Item 28 
Illuminated Christmas tree 
Mirro’s illuminated Christmas 
tree is 18 in. high and consists of 
six aluminum cones placed on a 
vertical frame. A white or colored 
light bulb provides illumination 
through perforated designs in the 
cones. Bulbs can be interchanged 
for various color effects. It can be 
set up in minutes and stores easily 











JACKSON ROPE 


OCEAN BRAND MANILA—SUPER-TUFF SYNTHETICS 
makes sales—the easy way 
... with the finest rope money can buy 





JACKSON ROPE BAR 


—builds sales, cut selling time with 
this good-looking, permanent dis- 
play. The “backbone” of your rope 
department, it displays Nylon, 
Polyethylene and Manila rope to 
best advantage. 


— 
PREPACKAGED—SELF SERVICE 


Corts and CONNECTED COILS 
—famous JACKSON Super-Tuff 
Synthetics and Ocean Brand Ma- 
nila in 50’ and 100’ lengths. Make 
self-service easy and profitable 
with Jackson. 


JAK-PAK COILS 


—clean, tough Manila rope snugly 
packed in convenient dispensing car- 
tons. Dependable and smart-looking 
packaging. 


JACKSON JUNIOR SPOOLS 


—Super-Tuff Synthetics in easy-to-sell 
spools of approximately 10 lbs. each. 
600 ft. % in. dia.; 400 ft. %6 in. dia.; 300 
ft. % in. dia.; 150 ft. % in. dia. 


Your JACKSON distributor has the details on these profitable items, 
and others in the sales-building line. Get in touch with him now, 


practical, durable rope— 


SYNTHETICS—MANILA 
packaged for 


BOATING - INDUSTRY - HOME - RECREATION 
r~< S35 2—+« Since 1829 
THE THOMAS JACKSON & SON CO., reapine, PeNNsytvANia 
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and compactly. Retail price for the 
tree is $3.95. Mirro Aluminum 
Co., Dept. HA, Manitowoc, Wis. 


Item 29 
Bulb merchandiser arch 


Westinghouse’s Eye Saving white 
bulbs are featured in a new atten- 
tion-getting arch. It consists of 
two 8-ft high pylons with a 7-ft 
connecting arch across the _ top. 
These corrugated cardboard pylons 
are replicas of Eye Saving bulb 
cartons. This display can be set up 
as an aisle arch at the end of two 
gondolas. A single pylon can be 
used with a mass display of cut- 
down cartons at its base. Westing- 
house Electric Corp., Dept. HA, 
Bloomfield, N. J. 


Item 30 
Display card for tackers 


This 15 x 19 in. display card fea- 
tures Arrow’s T-50 Gun Tacker 
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and the HT-50M Hammer Tacker 
in a two-story house design. Selling 
points are listed around each tack- 
er illustration. It has an easel back 
and can be set up on counters or 
in windows. It is punched for wall 
hanging. Arrow Fastener Co., 
Dept. HA, 1 Junius St., Brooklyn 
12, N. Y. 


Item 31 
Dinnerware setting display 


Here’s a compact, product-in-use 
display, for Watertown’s Lifetime 


melamine dinnerware. This display 
fits a 16 in. shelf. The base is 
printed to resemble a realistic ta- 
ble setting. Place settings can be 
merchandised with this unit. Prices 
for individual pieces and place set- 
tings are listed in a chart on the 
display. Watertown Mfg. Co., Dept. 
HA, Watertown, Conn. 


Item 32 
Hardware for bi-fold doors 


Stanley Hardware’s Surfaset 
surface mounted track controlled 
bi-fold door hardware allows doors 
to cover the opening when normal 
height doors, or floor-to-ceiling 
height doors, are used. A guide 
track above the closet openings 
provides controlled operation and 
fast, easy installation. Hardware 
can be applied to wood or composi- 
tion doors 34 to 1%% in. thick and 
to 134 in. hollow core doors. Deco- 
rator-styled pulls for the push-pull 


ee: 


action of Surfaset are now avail- 
able. Stanley Hardware Div. 
Stanley Works, Dept. HA, 195 
Lake St., New Britain, Conn. 


Item 33 


Polyethylene mixing bowls 


Lustro-Ware’s three-piece mixing 
bowl set is made of hi-density poly- 
ethylene and can be put in dish- 
washers. Bowls are contoured for 
smooth beating by hand or in 
mixers. Other new products added 
to the line include a dish-drain pan, 
jumbo coffee cup, 18-qt step-on 


diaper hamper, and an 18-qt step- 
on can. Columbus Plastic Products, 
Inc., Dept. HA, Columbus, Ohio. 


Item 34 

Fast-drying exterior paint 
Martin-Senour’s new quick-dry- 

ing exterior paint that resists 

blistering and peeling is Aqua- 

Bond. It is an acrylic latex that 

is water-thinned and can be used 
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on masonry surfaces or wood sid- 
ing. Colors dry to a low-sheen fin- 
ish. Chalking and color deteriora- 
tion are cut down by the acrylic 
latex. It dries within two hours 
and can receive a second coat the 
same day. This paint resists mil- 
dew and fungus and can be applied 
with brush, roller, or spray equip- 
ment. Martin-Senour Co., Dept. 
HA, 2500 S. Senour Ave., Chicago, 
Ill. 


Item 35 
Fishing lure wall chart 


Here’s a free 14 x 22 in. wall 
chart that illustrates the color and 
pattern range of Eppinger’s Dar- 
devie lures, keyed to your price 
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and data schedule. Customers can 
make their selections from _ the 
chart that applies to colors and 
patterns in nine basic sizes. Low 
J. Eppinger Mfg. Co., Dept. HA, 
1757 Puritan Ave., Detroit 3 
Mich. 


, 


Item 36 
Sleeve-ejector paint roller 


This new paint roller that ejects 
sleeves automatically is Triga- 
Rolla. The unit has a _ built-in 
sleeve ejector that permits sleeves 
to slide off when a trigger is 
pulled. All moving parts are made 
of Marlex linear polyethylene plas- 
tic to eliminate paint streaking, 
and protects against rust and aids 
cleaning. It can be used on oil base 


paints, casein, enamel and vinyl- 
based paints. Rollers by Baker, 
Inc., Dept. HA, Brandon, Vt. 


Item 37 
Water system display card 


Here is a 17 x 22 in. window 
display card for Deming’s new Ma- 
jorjet shallow well water system. 
The poster features a package 
water system with galvanized 
tank, ready for installation. This 


DEMING 
MAIORIFT 


poster is made of extra-heavy 
card stock. Deming Co., Dept. HA, 
Salem, Ohio. 


Item 38 
Portable outdoor light 


This handy portable Patio-Lite 
can be used outdoors or indoors. A 
large aluminum reflector is weath- 
erproof and has an integral socket 
and cord set. The sure-grip clamp 
is covered with vinyl tubing. This 
Drop-Lite product is handy for 


photography, and for use _ in 
garages, attics and cellars. It re- 
tails for $2.19 to $2.49, and is a 
$2.98 value. Patio-Lites are indi- 
vidually packaged in a newly-de- 
signed carton. Drop-Lite Electric 
Mfg. Corp., Dept. HA, 119 Avenue 
D, New York, N. Y. 


Item 39 
Propane solder torch kit 


This Solder-All torch kit fea- 
tures the Turner propane torch 





and the large replaceable propane 
fuel tank. Also included are a 
chisel-point soldering tip, a bar of 
50/50 lead solder, a bar of alumi- 
num solder, and a can of flux. This 
kit is useful in electrical work, 
hobbies and home repairs of all 
common metals including alumi- 
num. It retails for $8.95. Replace- 
able propane fuel tanks are $1.95. 
Turner Corp., Dept. HA, Syca- 
more, Ill. 


Item 40 

Motor maintenance tool kit 
Challenger’s outboard and small 

motor maintenance kit holds 36 

pieces in a sturdy, waterproof roll- 

up pouch. Tools include open end 

wrenches, screwdrivers, pliers, ig- 
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TOP QUALITY 
TOOL ana SICKLE 
GRINDERS 
and Abrasive Wheels 


» FOR SHOP, GARAGE ¢ 
® HOME WORKSHOP ¢ 
» ANDFARM!~ @ 
STOCK THE FULL WISSOTA LINE... 
DISPLAY 'EM ... YOU'LL SELL 'EM! 
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NEW ELECTRIC TOOL GRINDERS 


° Heavy Duty 4%, 1/3, Yo and 3% H.P. Motors. 
e Chisel Grinding Attachment with “4 & 1/3 H.P. 
e Easy Access to Front of Grinding Wheels. 
¢ Ball Bearing. 





WISSOTA 
GRINDERS 


fill exacting needs of your most particular customers 
at the right price. A full line of Belt Driven Sickle 
and Tool Grinders. 


Also Hand Operated Tool and Sickle Grinders. 








New Improved Design 


SAW MANDRELS 


¢ Ball Bearing type available with single or double 
threaded ends. 


¢ Pillow Block type with end pulley. 
pulley. 


¢ A Complete Line! 


Also center 














Vv TRI FIED 
ABRASIVE WHEELS 
and SICKLE CONES 


Sefer for good fools, sections and the operator. 
Uniformly mede. 


WRITE DEPT. A 


MANUFACTURING COMPANY 


MINNEAPOLIS 4 MINNESOTA 
Want more facts? Circle 169, p. 127 
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nition files, spark adjustment tools, 
feeler gauges, set screw wrenches, 
and an extra pouch for shear pins. 
Also included is a Spark-Plug- 
Holding-Socket for removing or in- 
serting hot plugs. A 36-page man- 
ual is included with the kit. Kit 
retails for $9.98. Challenger Div., 
Penens Tool Corp., Dept. HA, Shil- 
ler Park, Ill. 


Item 41 
Two metal tubing cutters 


Two new Ridgid tubing cutters 
feature enclosed feed screws that 
'won’t jam with chips or dirt. 
| Quick, cleans cuts of copper, brass, 
aluminum tubing and_ thin-wall 
conduit can be made with the No. 
105 and No. 205 tubing cutters. 
_ Each has a spare cutter in the han- 
dle. These cutters are made of 
lightweight cast aluminum alloy, 
and have grooved rollers. No. 105 
has a % to 1% in. O. D. capacity 





and the No. 205 has a % to 2% in. 
QO. D. capacity. Ridge Tool Co.., 
Dept. HA, Elyria, Ohio. 





BUYING CHECK LIST 


Want more details? Just circle item number on p. |27 


Item 42 
Triple pot wall planter 


Here’s a triple pot wall planter 
that comes in two styles. Artistic’s 
No. 320 model shown, has a black 
multiple leaf frame and _ three 
Lustre-Brite vacuum-plated brass 
pots. No. 320B has a brass leaf 
frame with three white pots. 
Standard 3% in. clay planting pots 
fit into the wall pots. These brack- 


ets are 23 in. long from end to end. 
Artistic Wire Products Co., Dept. 
HA, East Hampton, Conn. 


Item 43 
Rust-inhibitive coatings 


Master Bronze has added a new 
line of rust inhibitive coatings, 
the Derusto Minit-Finish line. 
These finishes combine maximum 
rust protection, attractive colors, 
and fast drying properties. They 
are available in an assortment of 
colors in ¥% pt to gallon-size con- 
tainers, and 5-gal pails to 55-gal 
drums. Derusto Minit-Finished dry 
tack-free in about 15 minutes. Two 
assortments are offered including 
a free $22 display unit and allow- 
ing up to a 41 percent profit. 
Master Bronze Powder Co., Dept. 
HA, Calumet City, Ill. 


Item 44 
Grass barrier in cartons 


Heavy weight, safety-edge grass 
barrier by Nichols now comes in 
attractive carry-home cartons. This 
heavy - duty Grass-Stop made of 





aluminum is offered in four, six 
and eight in. widths in 24 and 40 
ft continuous coils. Nichols Wire & 
Aluminum Co., Dept. HA, Daven- 
port, lowa. 


Item 45 
Cut glass shells, tumblers 


Anchor Hocking’s new “Cascade” 
pattern of cut glass, shown, is 
available on shells and heavy base 
tumblers. The 6-oz juice shell tum- 
bler retails for 10¢ and the 10-oz 
stemmed Pilsner, the highest-pricer 


item in the line, is 39¢. Other 
items retail from 15¢ to 20¢. An- 
chor Hocking Glass Corp., Dept. 
HA, Lancaster, Ohio. 


Item 46 
Webbed chair and chaise 


All-Lumiuum’s new line of 
webbed furniture has webbing 1% 
in. wide. The chair opens to a 38 x 
29 in. area and closes to half its 
size. It has vinyl arms. This 64 
lb chair comes packed two to a car- 
ton and retails for $12.95 each. A 
matching chaise adjusts from 
straight to flat with a concealed se- 
lector for five positions. This 
chaise has matching vinyl arms, 




















YES, WE DO 
HAVE YOUR SIZE 


A giant 14” plier has now been added 
to Utica’s famous “Rib-Joint’’ line. 
This powerful tool with parallel jaw 
opening of 2'34.”, completes Utica’s 
full line of ‘‘Rib-Joints.”’ All are 
available from stock. We serve our 
customers by carrying the widest 
assortment of pliers—over 1,000 dif- 
ferent types. All are made to the high 
standards required by American in- 
dustry. If you sell pliers, send for the 
brand new Utica tool catalog. 


Utica Drop Forge & Tool Division, 
Kelsey-Hayes Company, Utica 4, N. Y. 





spun end tubing, aluminum knuckle tools the experts use! 


Want more facts? Circle 170, p. 127 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 127 


joints and a web-separator. It 
opens to 74 x 28 in., weighs 11% 
Ib and retails for $22.95. All-Lu- 
minum Products, Inc., Dept. HA, 
86th and Reed Sts., Philadelphia 
46, Pa. 


Item 47 
Plastic hose nozzle display 


Here’s a counter and window 
display box for Vichek’s Trans-Flo 


transparent plastic hose nozzles. A 
box lid lifts up and folds to form 
a die-cut display. It contains 12 
nozzles and is 6% in. long, 4% in. 
wide and 2% in. high. Six display 
‘boxes are included in a standard 
shipping carton. Vichek Tool Co., 
Dept. HA, 3001 E. 87th St., Cleve- 
land 4, Ohio. 


Item 48 
Housekeeping toys in kit 


Little girls will beg their par- 
ents to buy this toy housekeeping 
kit featuring Bissell’s Little Queen 
carpet sweeper. This sweeper is a 
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miniature of standard size Bissell 
sweepers. It has a steel case in 
rose red with rubber-tired wheels, 
vinyl bumpers, bristle brush, and 
top opening dust pan. This kit in- 
cludes a miniature dust mop, 


broom, metal dust pan, apron, and 
sponge. It retails for $6.95. Bis- 
sell, Inc., Dept. HA, Grand Rapids, 
Mich. 


Item 49 
Metal kitchenware items 


“Blossoms,” a Decoware design 
on metal kitchenware, features a 
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white background with yellow 
trim and is decorated with yellow 
and brown blossom sprigs. Items 
in this pattern are a four-piece 
canister set, bread box, cake safe, 
dust-pan, serving tray, large and 
small wastebaskets, and _ step-on 
refuse can. Retail prices range 
from 49¢ for the dust pan to $1.98 
for the step-on can. Canister sets 
can be stacked. Continental Can 
Co., Dept. HA, 530 Fifth Ave.., 
New York 36, N. Y. 


Item 50 
Umbrella for riding mowers 


Sun-brella, a yellow canvas um- 
brella with tubular aluminum up- 


right, is now available as an 
optional accessory with Eclipse 
Ranger Mowers. This sturdy and 
quickly collapsible umbrella is 3 
ft across. It can be attached to the 
mower by slipping the tubular base 
on to the tow bar pin at rear of 
mower. The accessory offers pro- 
tection from the sun’s rays. It is 
lightweight, does not add much 
weight to the mower. Eclipse Lawn 
Mower Co., Dept. HA, Prophets- 
town, Ill. 


Item 51 
42 in. circular tree skirts 
Decor-Tex, a new style in cir- 
cular tree skirts, has been added 
to Union Wadding’s line of deco- 
rative Christmas wadding. This 
circular skirt is 42-in. in diameter 
and has a center slit for easier 
draping. It comes in three holi- 
day patterns, Santa Claus, shown, 
Christmas Trees and Poinsettias 


They come in polyethylene pack- 
ages with a colorful header. Union 
Wadding Co., Dept. HA, Paw- 
tucket, R. I. 

(Continued on page 130) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items descrited in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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Wholesaler’s address 
Card is valid 8 weeks only 





HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 


| HARDWARE AGE: } wont details on items circled: 
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REPAIR MAT : & -- 3 tHe EPoxY "SUPER GLUE” 
| ve of products +a z the dual-purpose material — 
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ga / ery home i ep qv J ae ae b for all porcelain and appliance 
jor ev an | repairs — hardens to a 
glossy white finish. 


ee. provides tremendous bonding 
b . <) power for any repair — also, ideal 


Plastic Steel 


the original epoxy repair 

material with over 

1,000,000 uses for permanent 

home, farm, auto, boat repairs. 

| Available in box or blister package. 
Recommended where great 

strength is required. 


| s 

DEVCON J LIQUID mini DEVCON CTEFL 
. fe i> > ‘ 

a uminum = ih for quick, easy repairs to 


real aluminum in paste form — > KS ge furniture, toys or any damaged 
immediate repairs right from the C- | ee metal, wood, concrete or glass 
tube. Seals, fills, cauvlks — é materials. Can be finished to any 

will not rust. ) metallic coloring. 





Why stock a multitude of different types and 
NOW AVAILABLE! 


Here’s the new compact, 
revolving Devcon Repair Center 

| offered FREE to you in 

single source of supply for proven quality al sm combination with 24 packages of 
products. Devcon backs your sales efforts 3 | famous Devcon repair materials. 
with extensive national advertising and ‘~# | Get in touch with your wholesaler 


publicity — LIFE, READER’S DIGEST, etc. — aim = the factory for all the facts on 
ae @ this self-service merchandiser 


that spurs impulse buying. 


makes of repair materials when the 5 Devcon 
Repair Materials will complete every home, 


auto, farm and boat repair job. Here is your 


as well as a wide variety of free sales aids. 


Contact your wholesaler or write , 


the factory direct for full details } D = V Cc @ N 6 © rR P O R ATI O N 
on the Devcon profit package... | Res: : in 
every item gives you a full ‘| a ee 


40% profit! 


Katz 
Want more facts? Circle 171, p. 127 <7 _ POURED PILLAR OF STEEL TRADE MARK 
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Streamlined design, powerful selling 
features, wide range of sizes and mod- 
els, individual cartons—these are the 
reasons why Horton Water Coolers 
are America’s fastest-moving favorite. 


See your wholesaler, or write: 


HORTON EQUIPMENT CO. 
P. O. Box 2611, Houston, Texas... 


Want more facts? Circle 172, p. 127 
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BUYING CHECK LIST 


Want more details? Just circle item number on p. 127 


(Continued from page 126) 


Item 77 


Engine tune-up tool kit 


Proto’s new Universal Ignition 
set No. 3200C for automotive and 
marine tuneup work comes in a 


roll-up or hang-up kit. It contains 
eight open end ignition wrenches 
with openings from 13/16 to 11/32 
in., an ignition gauge set, plier, 
point file, screw starter and screw- 
driver. Each tool fits a compart- 
ment in the distributor servicing 
kit. Sells for $16.16. Proto Tool Co., 
Div. Pendleton Tool Industries, 
Dept. HA, Box 3519 Terminal An- 
nex, Los Angeles 54, Calif. 


Item 78 


Vented wall heater line 


Dearborn Stove has added a new 
line of vented wall heaters. A 
deluxe model, the Sealed Flow 
heater model DSF-35, shown, has 
a rated input of 35,000 BTU’s. It 
can be used on LP and natural gas, 
and features a Cool-Safety cabinet, 
a sealed combustion system, for- 


ward flow discharge louvers, cast 
iron*burners and a 200 cfm coun- 
ter-flo blower. It has either a self- 
contained or wall thermostat and 
the unit can be installed on an out- 
side wall, Retail price is $189.95. 
Dearborn Stove Co., Dept. HA, 
1700 W. Commerce St., Dallas 22, 
Tex. 


Item 79 


Weedless lure for jig fishing 


Here’s a jig fishing lure that 
slides under and over obstructions 
with a balanced weight and a flexi- 
bly mounted weed guard. Arbo- 
gast’s Bottom Bumper lands on the 
bottom with the hook up. The tem- 
pered steel weed guard is loosely 


attached to the hook eye and posi- 
tively held in place. This jig comes 
with a floating worm or eel. The 
long shank hook has room for at- 
taching live bait. Lures come in 
assorted colors. Twelve are packed 
to a display card. Fred Arbogast 
Co., Dept. HA, Akron, Ohio. 


Item 80 
Outdoor lighter display 


Here’s a plastic display unit for 
Ronson’s low-priced Super Windlite 
windproof outdoor lighter. It is 
shipped free with five of these 
lighters in place and ready for sale. 
Colorful diamond patterns feature 
sporting scenes to attract attention. 
The SW-5 display is easeled and 
compact. Lighters retail for $3.50 
each. Ronson Corp., Dept. HA, One 
Ronson Rd., Woodbridge, N. J. 





Item 81 


Target shooting air rifle 


Here is a new line of Daisy air 
rifles, smoke rifles, cap pistols, 
holster sets, and play guns. The 


ee pa 


No. 99 Target Special air rifle is 
shown. This rifle is expressly for 
markmeanship training. It fea- 
tures Daisy’s 50-shot automatic- 
feed mechanism. Other _ special 
target shooting features are a soft 
trigger squeeze, hooded front sight 
with four aperture sighting discs, 


adjustable rear peep sight and ad- | 


justable wood stock. It comes with 
a heavy leather sling and retails 
for $14.95. Daisy Mfg. Co., Dept. 
HA, Rogers, Ark. 


Item 82 


Line of machinists’ vises 


Replaceable hardened tool “T”’ 
jaw faces are featured in a new 
line of Columbian machinists’ vises. 
Faces are anchored securely in 
malleable iron jaws. Jaw face area 
is covered by a solid gripping sur- 


face. There are no screw holes or 
screw heads in the gripping face. 
Columbian Vise & Mfg. Co., Dept. 
HA, 9023 Bessemer Ave., Cleveland 
4, Ohio. 


Turn to p. 182 for a listing of 
new aids to help you sell better. 


SEAWORTHY! 


SHUFORD’S 

100% Nylon and 

100% Polyethylene : 
SOLID BRAIDED ! a : 
MARINE CORDS ~ ent 


Ideal for boating, fishing and other sports, 
as well as many home and industrial uses! 


SOLID BRAIDED 
100% NYLON 
CORD 


SOLID BRAIDED 
100% POLYETHYLENE 
CORD 


Here's “the floating cord 
with muscles” —light, strong, 
tough, sheds water and dries 
quickly. Inert to chemicals, 
mold, fungus, mildew. Many 
bright, fast color combina- 
tions. Flexible at sub-zero 
temperatures. 

Use Shuford’s “Poly Cord” 
for « Boating and fishing pur- 
poses * Safety and rescue line 
¢ Ski tow lines « Bright float- 
ing markers for pool or beach 
¢ Barrier ropes *« Lacing on 
awnings, outdoor furniture. 


Tremendously strong, this 
gleaming white cord has count- 
less uses on boat and dock, and 
at home too. It's tough —takes 
hard knocks and rough hand- 
ling. 


Use Shuford’s 100% Nylon 
Marine Cord for * Anchoring 
* Sail Making « Starter Cord 
on Motors « Swings, ham- 


mocks, many other purposes. | 


Available in 12 sizes, with breaking strengths of 
425 to 6500 lbs. 
Available in 9 sizes (incl. special Ski Tow pack- 
PACKAGING age) with breaking strenghts 205 to 1500 Ibs. 
Hanks—comes in 50° and 100° continuous length hanks, 2 
hanks connected. poly wrapped, one doz. to con- 
tainer 


PACKAGING 


Hanks—50° and 100° continuous length hanks. 2 hanks 

connected, poly wrapped, one doz to container 

Coils—continuous length, 105 ibs. each, in self-dis. 
pensing carton. Aiso in 250 ft. and 500 ft. spools 


Coils — Approx. 15 ib. continuous coils in self-dispensing car- 
ton. Also in 250 ft. and 500 ft. spools 








Sell Shuford’s Solid Braided 
Marine Cords by the foot with this 
new display rack 





Write for full information to 








CLOTHES LINES « TWINES 
PRESSURE - SENSITIVE PAPER. TAPES 
SASH CORDS e« WEATHER STRIPPING 
COTTON & RAYON YARNS e¢ EXTRUDED PLASTICS 








World’s Largest Manufacturer of Cotton Cordage 
Want more facts? Circle 173, p. 127 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 127 for your copy 


ITEM 83 DINNERWARE CATALOG 
SHEETS—Illustrate all patterns of 
three melamine lines. One sheet is 
available for each of these 8 lines: 
Lifetime Regent, Lifetime Ware 
and Lifetime Catalina. Sheets 
diagram accessory pieces and in- 
clude prices. Folders are also avail- 
able. Watertown Mfg. Co., Dept. 
HA, Watertown, Conn. 


ITEM 84 TOOL ASSORTMENT BULLE- 
TIN—Describes Vichek’s Grab Bag 
listed as item No. 3559. This deal 
contains 102 popular-sized tools re- 
tailing for 49¢ each. Bulletin No. 
L-1472A. Vichek Tool Co., Dept. 
HA, 3001 E. 87th St., Cleveland 4, 
Ohio. 


ITEM 85 24-PAGE SPRAYER CATALOG 
—Covers the Universal line includ- 
ing dusters and allied products. 
Five pages feature the Stroll ’n 
Spray Compressed Air Series. Di- 
mensions, specifications and ship- 
ping information are given for all 
products in U-60. Universal Metal 
Products Co., Division of Air Con- 
trol Products, Inc., Dept. HA, 
Saranac, Mich. 


ITEM 86 CONTOUR SCRAPER CATALOG 
SHEET—Gives ordering informa- 
tion on Connecticut Valley’s Shape- 
Skrape. Six interchangeable blades 
are illustrated. Features and appli- 
cations are listed. Connecticut Val- 
ley Mfg. Co., Dept. HA, Center- 
brook, 7, Conn. 


ITEM 87 TOOL CHEST BOOKLET— 
Titled the “Kennedy plan for faster 
turnover, more profits,” provides 
tips on maintaining adequate stock 
levels and sustaining consumer 
preference. Competitive pricing, 
in-store display and consumer ad- 
vertising are other topics dis- 
cussed. Kennedy Mfg. Co., Dept. 
HA, 200 Harrison St., Van Wert, 
Ohio. 


ITEM 88 ZINC DIE CAST FINDING 
BULLETIN—ILllustrates latest addi- 
tions to the Gries Reproducer line. 
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New items shown are _ jewelry 
drops, pen and pencil parts, sun- 
glass frame hinges, Bola tie clips 
and other items. Stock sizes and 
descriptions are listed for new 
products and previously available 
parts. Gries Reproducer Corp., 
Dept. HA, 400 Beechwood Ave., 
New Rochelle, N. Y. 


ITEM 89 TOILET SEAT MAT AND CUT 
BULLETIN—Includes several sample 
ads emphasizing Century Product’s 
features of germproofing with 
Corobex and Celanese Fortiflex 
lifetime hinges. Line cuts and half- 
tones are offered in the bulletin 
to help you prepare ads for the 
Puritan 600A Deluxe toilet seat. 
Century Products, Inc., Dept. HA, 
3510 Chatham Ave., Cleveland 13, 
Ohio. 


ITEM 90 ANCHOR AND FASTENER 
CATALOG—Lists the Diamond line 
for masonry and hollow walls in 
a pocket size edition. Items covered 
include machine screw anchors, 
“P” lag screw expansion shields, 
wood screw anchors, percussion 
type masonry drills and hollow wall 
screw anchors. Diamond Expansion 
Bolt Co., Dept. HA, Garwood, N. J. 


ITEM 91 20-PAGE HARDWARE BOOK- 
LET—Describes and illustrates all 
Ajax items, including sizes and fin- 
ishes available. Tables in every 
section list items by stock number, 
and give the type of packaging and 
quantities by the box and case. A 
policy statement is included. Ajax 
Hardware Corp., Dept. HA, 825 
S. Ajax Ave., City of Industry, 
Calif. 


ITEM 92 BUILDERS’ HARDWARE 
FOLDER—Features illustrations of 
Yale’s residential locksets, interior 
functions and key-in-knob locksets. 
Entrance locksets, handles, decora- 
tive trims and sliding door hard- 
ware data is also included. Yale 
Lock & Hardware Div., Yale 
& Towne Mfg. Co., Dept. HA, 
White Plains N. Y. 


ITEM 93 CLOSET ROD CATALOG PAGE 
—Contains specifications and or- 
dering data. Illustrations depict 
features of the Grant Gold closet 
rod. Grant Pulley & Hardware 
Corp., Dept. HA, High St., West 
Nyack, N.Y. 


ITEM 94 VISE AND LEVEL CATALOG 
—Includes descriptions of the Co- 
lumbian line. Quick reference vise 
charts and comparative specifica- 
tions are also shown. Sixty-four 
vises and 42 levels are described 
and 80 illustrations are included. 
Other products shown in Catalog 
No. 60 are swivel base kits, copper 
jaw caps, anvils and level vial as- 
semblies. Columbian Vise & Mfg. 
Co., Dept. HA, 9021 Bessemer Ave., 
Cleveland 4, Ohio. 


ITEM 95 COLORFUL POTTERY CATA- 
LoG—lIllustrates in 12 pages the 
Stanfordware line of planters, ash- 
trays, and figurines. Styles, colors 
and packaging information are in- 
cluded. Stanford Pottery, Ince., 
Dept. HA, Sebring, Ohio. 


ITEM 96 STEEL SHELVING BROCHURE 
—Gives information, specifications 
and prices on Hirsh’s Shely-It-All. 
Descriptions of advertising mate- 
rials are included. S. A. Hirsh Mfg. 
Co., Dept. HA, 8051 Central Park 
Ave., Skokie, Ill. 


ITEM 97 PUTTY PENCIL FOLDER IN 
COLOR—Contains samples of the 12 
Magic Woodblend shades. It ex- 
plains how the pencils are used to 
conceal nail holes and surface de- 
fects. Magic Iron Cement Co., 
Dept. HA, 5403 Bower Ave., Cleve- 
land 27, Ohio. 


ITEM 98 GARDEN SHEARS CATALOG 
—Covers Smith’s 1960 line of 
Snap-Cut tools. Pruning shears, 
grass shears, lopping shears and 
tree pruners are described in the 
10 pages. Seymour Smith & Son, 
Inc., Dept. HA, Oakville, Conn. 


ITEM 99 48-PAGE TOOL CATALOG— 
Describes 88 new Starrett items. 
These include satin chrome steel 
tapes, micrometer calipers, inside 
micrometers, micrometer depth 
gauges and micrometer heads, 
satin chrome combination sets, pro- 
tractors, dividers and trammels. 
L. S. Starrett Co., Dept. HA, Athol, 
Mass. 





CONSUMERS 
DEMAND 
QUALITY 


and get it with every 
GERING Brand ! 


In GERING Brands quality shows, quality pays 
off! Record high ’59 sales prove once again 
that wide consumer acceptance of GERING 
Brands brings highest sales, greatest profits and 
builds satisfied customers for the future! There’s 
strong sales ahead for you, too—just stock the 
GERING Brands. You'll be re-ordering soon! 


“STAY-FRESH" PACKAGING 


LPA BOOSTER INGREDIENT 


GUARANTEE SPELLED OUT 


Da se Sprinkler 


oo ‘ : 
2 f t 
“he a gape 


we 


H 
of 


GERING 


division of Studebaker-Packard Corp., Kenilworth, N.J. 
A brand for every need...a hose for every pocketbook. Write for full particulars on the line for 1960! 
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CiRETcH . | ) 
OuT AND 
EARN 
BIGGER 
PROFITS 

_ FROM 
ALUMINUM 
FURNITURE 9 








_.»WITH ALCOAS 1960 


Your customers will stretch out in solid comfort on aluminum 
furniture—and you will boost your sales to new heights with 
the support of network TV .. . heaviest-in-history national 
magazine advertising . . . an unsurpassed assortment of direct 
selling tools, merchandising and promotion . . . all focused 
on the symbol of things new and good: the famous red, blue 
and white ALCOA LABEL! Start now by reading about all 
the things Alcoa has in store to help you sell . . . and then 
send for your personal copy of the Alcoa 1960 Market- 
Maker Planning Guide. 


SELL WITH NETWORK TV—Take a look at the network 
television programs Alcoa has scheduled to push Alcoa® 
Aluminum furniture sales soaring! On Alcoa Theatre, every 
other week, millions of viewers will see and hear aluminum 
commercials . . . will be entertained and sold at the same 
time. On Alcoa Presents, each week, 
more millions of TV fans will be exposed 
to and influenced by other hard-hitting, 
selling commercials. Each of these popu- 
lar programs has gained the attention and 
respect of customers all over America— 
customers who will come into your store 





to buy the Alcoa-labeled products they see on TV. Be sure 
you're ready for them by scheduling your own promotions, 
installing in-store displays, window banners and counter 
cards, 


SELL WITH NATIONAL MAGAZINE ADVERTISING 
—Your customers will see attractive, 
two-page advertisements in leading na- 
tional magazines. HOLIDAY will tell its 
hundreds of thousands of pleasure-seek- 
ing readers how they can find more 
pleasure and comfort with lightweight, 
sturdy Alcoa Aluminum furniture. And 

THE SATURDAY EVENING POST “influentials” (over 

two million of them!) will not only read about aluminum 

furniture, but will tell their friends, too! You will find reprints 
of the Alcoa consumer advertisements on aluminum furni- 
ture in your Market-Maker Planning Guide. 


SELL WITH THE FAMOUS ALCOA LABEL—Remem- 
ber the label your customers know and respect as a symbol 
of quality when it comes to aluminum furniture: the famous 
Alcoa label! This bright red, blue and white label is their 
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MARKET-MAKER PROMOTIONS! 


guide to all that’s good and all that’s new. Be sure every piece . . . 
of aluminum furniture you stock carries this label . . . and, Light, bright, beautiful we cHose 


if it doesn’t, ask your supplier “why not?” FURNITURE " f ALCOA 
START NOW .... let your Alcoa 1960 Market-Maker ALUMINUM 
Planning Guide help you MAKE BIGGER PROFITS ALCOA ALUMINUM orn SOO NENE. 
FROM ALUMINUM FURNITURE—Climb to new profit sro ae 
heights! Here’s a promotion guide—completely filled with Your Guide to the 
retail-proven sales and promotional tools: promotion sug- Best in Aluminum Value 
gestions . . . publicity ideas . . . selling features of the prod- 
ucts themselves that will really help your sales force go! pniasheni Cenimene ot Aulus 
Here’s a package that will help you earn bigger profits from oe ; 

aluminum furniture than ever before! 1602-Q Alcoa Building, Pittsburgh 19, Pa. 


Please send me a copy of the brand-new, exciting Alcoa 
Po ee gy of work _ be sortie 1960 Market-Maker Tieenins Guide ...solcan ea it to 
Se rere ane < ee eae] © ue me Wom o help sell aluminum furniture in my store. 
exciting material it contains—a new approach to furniture 
retailing. And remember: the Market- 
Maker promotion is backed by one of the 
most famous symbols in America—the Address 
Alcoa label, consumers’ guide to the best 
in aluminum furniture. Order your Plan- 7 
ning Guide right now with the handy 
coupon at right. 














Store Name 














Ordered by. 
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The method you use in depreciating your property 


on your return affects the amount of tax you will pay 


in the years ahead. Check this article to find out... 


Which depreciation method is best 


Here is the second of two articles to 
help you file your 1960 income tax 
return properly. These articles were 
prepared for Hardware Age by 
J. K. Lasser & Co., well-known firm 
of tax advisors. The first article was 
published in the Feb. 25 issue, p. 67. 
This article discussed how methods 
used to value inventory affect taxes. 
Authentic, easy - to - understand ex- 
planations of management problems 
that affect your federal income tax 
are a special service to readers of 
Hardware Age. 


by Howard F. Elin, partner 
J. K. Lasser & Co. 


and 


Sydney Prerau, director 
J. K. Lasser Tax Institute 


When you buy fixtures, equip- 
ment, buildings, trucks, autos, and 
other property for your business, 
you have made capital investments 
which at the time you buy them 
are not deductible. 

Over a period of time, property 
eventually wears away or becomes 
obsolete. To account for this grad- 
ual loss, you are allowed to deduct 
each year part of the cost of your 
capital investments in these items. 

The amount of your deprecia- 
tion is generally determined by the 
following two factors: 

(1) The useful life of the prop- 
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erty. This affects the rate of your 
depreciation by fixing the length 
of time over which the cost of the 
property is deductible. 

Do not confuse useful life with 
the physical life of the asset. The 
test is the period over which the 
asset is expected to be useful to 
you. You can determine this by 
your past experience with similar 
property or you can use the gen- 
eral experience of other users. 

Conditions to consider are the 
amount of use you give the prop- 
erty, its age when acquired, your 
repair and upkeep policy, climate, 
and other conditions. 

Obviously, there can be no fixed 
average useful life that applies to 
all property. To guide you in fixing 
a useful life for your property, 
the United States Treasury has 
published a bulletin listing the 
useful lives of many commercial 
and industrial properties. For the 
bulletin, write to the Government 
Printing Office, Washington 25, 
D. C. 

The original useful life which 
you estimate can be changed in 
later years if you find your origi- 
nal estimate has been modified by 
conditions you did not anticipate. 

You can also make a binding 
agreement with the Treasury cov- 
ering an asset’s useful life and de- 
preciation rate. Apply for such an 
agreement with the District Direc- 
tor in your district. 


Property having no determina- 
ble estimated life, such as land 
and goodwill, cannot be depreci- 
ated. The cost of property with a 
useful life of one year or less can 
be fully deducted in the year of 
purchase. For example, the cost of 
small tools and technical books 
and services having useful lives of 
one year or less. 

Although goodwill is not depre- 
ciable, a restrictive covenant (an 
agreement not to compete) sepa- 
rately bargained and paid for can 
be depreciated over the life of the 
covenant. But make sure the cove- 
nant is segregated and severable 
from any goodwill you buy; if it is 
not, the covenant will be treated as 
nondepreciable goodwill. 

(2) Salvage value of the prop- 
erty. You figure depreciation on 
the cost-basis of your property. 

Before figuring depreciation, the 
cost-basis is first reduced by the 
salvage value of the property. 
That can be what you reasonably 
estimate it can be sold for at the 
end of its useful life. This may be 
its junk value if you use it for its 
full serviceable life. Salvage val- 
ues also are reduced by costs you 
estimate will be incurred in its re- 
moval. 

Furthermore, you do not have to 
use a salvage value calculated on 
the useful life of the asset. You 
may have a practice of retiring 
property although still in good 
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Here’s a Parlay that pays off 


in plentiful profits... 


AIR-LITE 
FIBERGLAS 
SCREENING 


AIR-LITE Deal #6 


With your 6 roll order, you get: 


1) This sale-clinching Display Rack for only $11.95 
—a $25 value! We prepay shipment. 50” high, 43” 
wide, 17” deep, the NRHA-Approved Rack gives you 
a complete Screening Department. 

2) Free Bonus Roll! At no cost whatever, we'll 
present you with a 50 ft. roll of 26” Air-Lite Fiberglas 
Screening. Worth $15.19 when you sell it. 


Your first sellout on this nationally advertised 
*‘no stretch-no shrink’”’ Screening nets you a profit of 
about $61. Each reorder brings you about $73 
because you’ve already absorbed the cost of the rack. 


Are you carrying these BUSINESS BOOSTERS? 


Deal =30 
Deal +4 


Arr-LiITE Saran Chair Webbing woven of Firestone 
Velon® comes in Rolls or complete Kits. Display 
Rack Free with 4 Roll order. (Arr-Lire Deal #4). 


Kits come in self-display carton. 2%” wide herring- 
bone weave in vivid assortment of colors. (AIR- 
LITE Deal #30). 
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Deal +3 


A1rR-LITE Saran Outdoor Furniture Cloth woven of 
Velon comes in Rolls or Kits. Display Rack Free 
with 3 Roll order. (Arr-LireE Deal #3). 


Free Display Stand for Kits with 2 doz. order. 
(Air-LitE Deal #24). 


®t.m. Firestone Plastics Co. 





Plastic Woven Products, Inc. 51 Camden St., Paterson 17, N. J. 


Send me full information on: A-3 


-] Deal #6 [] Deal #4 —_] Deal +30 [] Deal #3 () Deal #24 


Name 





Store 





pO TRE IO * 








City wntludinineaaiail | sr Siete 








Wholesaler's name 
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Ten for the Money 


Dealer-Tested Profit-Makers — 
Spring, Summer, Fall, Winter 


WW Check your stock of Anchor Brand items now. 





“ail 


























[| | No. 593012 Hook 
and Eye Display Box 
COUNTER DISPLAY SELLS aill- 


purpose, tamper-proof item, 
carded. 


[ |] No. 0110 Door [ | No. 5310 Titeline 
Button Clothesline Holder 


FASTENER IS galvanized gray BOX TELLS ALL: colorful box 
iron, in 12”, 134”, 2” sizes. holds 24 pieces with screws. 








de 


























[ ] No. 0178 Pulley 


POPULAR DOUBLE PULLEY for 
awning or tackle, swivel eye, 
iron, Yo", 3%", 2, 12", 2”. 


[ | No. 1 Fish Scaler 


KNUCKLE-SAFE handle is angled 
away from sharp steel teeth. 


[ | No. 440 Davis 
Oarlock 


DROP-FORGED STEEL Horn can 
be turned down out of the way 
when not in use. 



































| | No. 162 Double [ ] No. 231 Open End 
End Snap Snap 

MEDIUM WEIGHT in cast malle- MULTI-PURPOSE: cast iron, 3Y¥2” RIGHT IN VIEW, brass, bronze, 

able iron is 34%” over-all, has long, %” open eye, ring size. non-rusting snaps. 5 styles or 


4” ring. Available in lightweight Also available in other sizes. sizes. 
No. 161; heavyweight No. 163. 


[] No. 7 Snap Assort- 
ment Display Box 





If your check shows this Anchor Brand stock is “up 
to snuff,” you’ve got “Ten for the Money.” North 
& Judd’s Anchor Brand convenience hardware is 
packaged to appeal, priced to sell. It’s a year- 
around profit-maker. If your check shows your 
stock is getting low, let your North & Judd jobber 
help you fill in. Keep sales steady as they go. 











|_| No. — Curry QO 
FWO-WATS WEPPUL vet coy NORTH|2JUDD 
Manufacturing Company 


comb has eight bars, mane comb 
New Britein 





with 34” teeth, red enameled 
wood handle. 


Connecticut 


New York © Boston « Philadelphia « Atlanta « Jackson(Miss.) ©* Buffalo ¢ Detroit © Chicago 
Minneapolis ¢ St.Louis ¢ Dallas «* tLosAngeles « Sanfrancisco °* Seattle © Montreal 
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Depreciation methods: 
which is best for you? 
(Continued ) 


operating condition. So, your sal- 
vage value may be high in com- 
parison with the original cost of 
the property. 

For example, where you buy a 
new business car every two years, 
the salvage value of the car will 
be comparatively high. 


You deduct depreciation each 
year even though the deduction 
gives you no benefit because your 
other deductions already exceed 
your income. You cannot accumu- 
late depreciation for high income 
years. 


Furthermore, you cannot now 
adjust your present depreciation 
deduction for incorrect deductions 
taken in earlier years. However, if 
you have made an error in a year 
not yet closed by the statutes of 
limitation, you can file an amended 
return adjusting the depreciation 
deduction of that year. 


What depreciation method 
should you use 


You have a choice of several de- 
preciation methods. In fact, any 
method of figuring depreciation 
recognized by accounting practice 
is satisfactory for income tax pur- 
poses. But once you elect a method 
you must use it consistently. 

(1) Straight line method. 


Most taxpayers use the straight 
line method of figuring deprecia- 
tion. Under this method the basis 
of the property, less its estimated 
salvage value, is recovered in 
equal annual installments over the 
period of the property’s estimated 
useful life. 


Example—In January, 1959, you 
buy a fixture for $550. Its useful 
life is five years. Its salvage 
value is $50. So the cost-basis 
on which you take depreciation 
is $500 ($550 — $50). In 1959 
you get a depreciation deduction 
of $100 ($500 — 5). If you con- 
tinue to own the fixture, you will 
get a $100 depreciation deduc- 





tion in 1960, 1961, 1962, and 
1963. 


Why more customers 


Instead of using the straight reach elm dals 
line method of depreciation you 


f the followi 
a Ai =a Oi nV AY a 


Declining balance method. 

The sum of the years-digits 
method, or 

Any other method consistently 
applied which will not, during the 
first two-thirds of the useful life 
of the property, give you a greater 
depreciation total than you would 
get under the special declining 
balance method. 

The Treasury says you use these 
methods only on new property, 
with a useful life of three years 
or more, never used before. Also 
this property had to be bought or 
built after 1953. You may have 
started building a building or a 
piece of equipment before 1954 
and finished it in 1954 or 1955. 
Then you can use these deprecia- 
tion methods only for the part of 
the property that was constructed 
after 1953. 


M2 OF ae O21) sae = 2. 


(2) Declining balance method. 

@ Find the rate you would have 
used under the straight line 
method. 

@ Double that rate. 


_ @ Apply it against the remain- Five feet out — yet the blade hasn’t buckled. This is the kind 
ing balance each year. of quality feature that makes customers reach for Lufkin’s 


Mezurall tape rule. 
In using the declining balance - 


method, salvage value is not de- Here are added features—zell backed by powerful national 


ducted from the cost of the asset. advertising and promotions: easy-to-read black markings; 
After the asset is fully depreci- 


ated, a balance representing sal- heavy-duty, self-adjusting end hook; rugged metal case... 
vage value will remain. And the quality where it counts with craftsmen. So stock 
Treasury says you are never al- up — you'll need it with the Mezurall. It’s 


lowed to depreciate below a rea- the tape rule more customers reach for. 
sonable salvage value. 


Example—In 1959, you buy a build- 
ing for your store, costing 
$25,000. The estimated useful 
life of the building is 50 years. 


Under the straight line method co - 5 <= ; 

you get a depreciation deduction 2 [hey I} be 
of 2 percent each year, or $500. a © oy $: 
Under the declining balance land a= | fot hee looking for it 


method, you use 4 percent, but 


4 percent of the remaining bal- = a = a — eer - On) your 


ance each year. Here is what . @h é + ww FF 
you would deduct during the ” —— a TURNO VER 
first three years. i! ee eas & 

First year: 4 percent of $25,000, oO. ies aan TA R G q T . 
or $1,000. ai gs an < 

Second year: 4 percent of $24,000 
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Depreciation methods: 


which is best for you? 
(Continued) 


($25,000 less $1,000 depreciation 

of the first year), or $960. 
Third year: 4 percent of $23,040 

($24,000 less $960 depreciation 


ea ie of second year) or $921.60. 

NEW ae Byl)@a “ars “GLUE By the straight line method you 

me - | would have been deducting $500 

: sous oat each of those three years. But dur- 

ing the later years of the build- 

ing’s life, while you would still be 

getting $500 a year depreciation 

under the straight line method, 

you would be getting much less 

under the special declining bal- 
ance method. 


In comparing the straight line 
method to the declining balance 
method, keep this in mind. You get 
back about 40 percent of your cost 
during the first quarter of the as- 
set’s life and about two-thirds of 
your cost during the first half of 
its life. 

If heavy deductions in the early 
years of the property’s life are im- 
portant to you, use the declining 
balance method. If you have no 
especially high income to off- 





HARDWARE HUMOR 


THERE’S ONLY ONE BRAND 10 BUY... 


when it comes to epoxy glues ... and that’s the DURO-PLASTIC 
brand. Our new E-POX-E GLUE joins the ranks of the nation’s 
fastest selling fix-it line . .. DURO-PLASTIC ALUMINUM, PLASTIC 
RUBBER, PLASTIC MENDER, Liquid STEEL, PLASTIC PORCELAIN 
REPAIR, handy-patch, rust REMOVER and CHEMSTEEL. E-POX-E 
GLUE gives you the world’s strongest adhesive in two easy 
to use ‘2 oz. tubes. 


Order E-POX-E GLUE (EPX-1) 
from your DURO-PLASTIC distributor 


THE WOODHILL CHEMICAL CO. 


1390 E. 34th STREET © CLEVELAND 14, OHIO 


in Canada: 840 Montee De Liesse, Montreal 9, Quebec "Terrific display idea, Smith; now 


Qe) The Nation's Only Mother-in-Law Approved Line”’ how about waiting on a few cus- 
on tomers?” 
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It’s crystal-clear why your customers can’t resist the appeal of this bright new 
“see-through” packaging! 


Sets are skin-packed directly on attractive, informative cards . . . easy to 


display on peg board rack, assuring fast turnover! And your profits stay high, 
because there’s 


NO INCREASE IN PRICE! 


For full-line catalog, and name of nearest jobber, write: 


Terms: 2% 10 days, net 30, F.0.B. factory, 
Full freight allowance on 100 Ibs. on hex 
keys. All other wrenches 150 Ibs. or more. 
Other items F.O.B. factory. 


INDUSTRIES, Inc. +* Upland 7, Penna. 


Want more facts? Circle 180, p. 127 
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Why do so many building supply and hardware dealers tag Griffin as 
*‘A Good Line To Handle?” 


Because—Griffin makes a product builders and architects respect; 
Griffin offers a complete line of hinges, straps and tee-hinges, screen, 
builder and industrial hardware; Griffin prices its product 
to offer the distributor a good profit: Griffin service is ex- 
ceptionally quick and dependable. Griffin Manufacturing 


Company, Erie, Pennsylvania. GRIFFIN HINGES 
Want more facts? Circle 181, p. 127 
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Depreciation methods: 


which is best for you? 
(Continued ) 


set now and would like to keep 
your deduction constant, use the 
straight line method. 


Coordinate the declining bal- 
ance method with a later use of 
straight line method. A change- 
over might be made when the 
straight line method gives you a 
larger depreciation deduction for 
the remaining useful life of the 
asset than the declining balance 
method does. 

Plans for the switch should be 
made carefully, taking full con- 
sideration of the salvage value of 
the property. 

When making a change from the 
declining balance to the straight 
line method, you need not apply 
for Treasury permission. But you 
are required to estimate the sal- 
vage value of the property and 
then deduct it from the remaining 
undepreciated basis of the prop- 
erty. Estimate salvage value by 
considering conditions existing 
when you make the switch, not 
conditions when you bought the 
property. 


When a declining balance method 
can be applied to used property. 


The declining balance method 
using a rate of double or 200 per- 
cent of the straight line rate is re- 
stricted to new property bought or 
built after 1953 which has a use- 
ful life of three or more years. 
However, a declining balance 
method using a rate of one and a 
half times or 150 percent of the 
straight line rate can be applied 
to used property. 

To use this method you have to 
meet these rules: 

(1) The method must result in 
a reasonable depreciation allow- 
ance. 

(2) You elect the method in a 
return filed for the year in which 
you buy the property. If you fail to 
elect at this time, you must ask the 
Treasury for permission to use the 
method at a later date. In addition, 
once you elect the declining bal- 
ance method for used property, 





Treasury approval is needed for a 

change to the straight line method. 

Example—You buy a used office 
machine. Its useful life is 5 
years. Straight line rate is 20 
percent. If you elect declining 
balance method, the rate is 30 
percent (20 percent X 150 per 
cent). 


(3) Sum of the years-digits 
method. 

As with the declining balance 
method, you get your greatest de- 


and so forth. The actual figures 
would be as follows: 


5/15 of $150 
4/15 of 150 
8/15 of 150 
2/15 of 150 
1/15 of 150 


Ist year 
2nd year 
3rd year 
4th year 
5th year 


The sum of the years-digit 
method will give you about the 
same results as the special declin- 
ing balance method. It has one ad- 
vantage—it permits you to fix 
your own salvage value. Salvage 


value under the declining balance 
method is automatically worked 
out at between 10 and 13 percent 
of the cost of the asset. 


Instead of figuring the digit and 
fractional amounts, you can use 
the special tables published in 
the Treasury’s Regulations. These 
tables list decimal amounts that 
are applied each year to the un- 
recovered basis of an asset. The 
results are the same as in using 


preciation with the sum of the 
years-digits method in the early 
years of the asset’s life. 

To use this method, figure the 
total of the digits of the number 
of years in the asset’s useful life. 
If it is five years, for example, the 

- digits 1 through 5 add up to 15 
(l+2+3 + 4+ 5). Each year, 
your depreciation deduction is 
equal to that portion of your de- 
preciable cost as the remaining 
useful life of the asset (at the be- 
ginning of the tax year) bears to 
the total sum of the digits. 
Example—You buy awnings for 

your store for $175. The awn- 
ings have an estimated useful 
life of 5 years and an estimated 
salvage value of $25. Under this 
method, your depreciation on 
the awnings for the first year 
would equal 5/15 of $150 (cost 
less salvage value), 4/15 the 
second year, 3/15 the third year, 





CASH IN 


On Vay Whang 


Sell Kennedy...the complete 
tool and tackle box line 


Tool Users Love ’Em Soe 


They love the way the drawers 

glide in and out. And the way the 

cantilever trays work without ef- 

fort. These men know superior 

craftsmanship when they see it. 

That’s one of the reasons why 

Kennedy Tool Kits are preferred 

among these habitual hardware 

store browsers. And why dealers 
everywhere have proved for themselves that their 
no-cost Kennedy Plan is practical... profitable. 


Fishermen, Too 





Fishermen go buy-buy when they 
visualize their own equipment in a 
new Kennedy Tackle Box. Keep 
these popular kits where they tempt 
anglers to look them over. When 
they do, “just looking”’ is one giant 
step closer to “sold.” The Kennedy 
Profit Plan shows you how to stim- 
ulate this interest. And how to tie- 
in your Kennedy Kits with related items 
for multiple sales and profits. 


HARDWARE HUMOR 
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SEND FOR YOUR KENNEDY PROFIT PLAN 


Ken nedy Kits 


KENNEDY MANUFACTURING CO, 
DEPT. 113, VAN WERT, OHIO 


TODAY! 





Please send me complete details about the 
Kennedy Profit Plan, 





Requested by 








Address 





8 PD POS OOO OOOO 


dit un am am eran evan euenapanel 


City 





“Il told you these were too danger- 
ous for a boy of 12." 
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BRAND NEW 
mag ic 


‘Want Book’ 


PROFIT 
MAKERS 


8 fast-selling 
packaged 
tools! 


No. P-69 Merchandiser 
8 San ot tae oe packaged tools 


saws, 
of 


eces at 
-making self-service dis 





lied and near your regi 
them sell. _ 


ORDER or RE-ORDER TODAY! 


}| FULLER| TOOL CO., INC. 


3522 fe okt asta Avenue, ich ae (ela aeoWs 


Faller Products are made in U.S.A.. Enuland snd other coontre, of te 
craftsmen. . . designed for service . . and rigidly inspected 





highest 
te preserve Fuller Quali 
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2 sizes 
Standard for 


| TWIN 
sinks 79¢ 


Large Size 98c 


See VINYL | 


Best SINK MATS 
for VALUE and service 


For lasting protection of china, 
crystal and sink, these “super- 
soft” VINYL Lustro-Ware Sink Mats 
are unequalled. Colors stay clean : 
and fresh . . . GUARANTEED not to get — 
gummy. Choice of popular colors and white 
. point-of-sale packaged for impulse sales. 
Order from your supplier along with 200 other gums 
fast-turnover staples. Gals who care, shop , 
for nationally advertised LUSTRO-WARE, 
COLUMBUS PLASTIC PROD., INC., Columbus, Ohio 
Seles offices in principal cities of U.S.A, and Canada 
Good Housekeeping 
Guaranteed by WORLD'S LARGEST “ovr... cco tt 
Want more facts? Circle 193, p. 127 
144 ¢ HARDWARE AGE, March 24, 1960 


om @ by Set 


COMBINATION 


& DISH-DRAIN PAN 


Another Lustro-Ware ex- 
clusive of BOIL-PROOF 
hi-density polyethylene. 
Be first to profit from this 
new household helper. 


manufacturer of Plastic Housewares 





Depreciation methods: 
which is best for you? 
(Continued ) 


the fraction method described 
above. 

The following table shows you 
how the different methods of tak- 
ing depreciation work out on your 
purchase of business property at 
a cost of $2,100 (salvage value 
$100) : 


Straight Declining Sum of 
line balance the years- 


(10%) (20%) = digits 

$ 200 $ 420.00 $ 363.64 
200 336.00 327.27 
200 268.30 290.90 
200 215.04 254.54 
200 172.03 218.18 
200 137.63 181.82 
200 110.10 145.45 
200 88.08 109.09 
200 70.46 72.74 
200 56.37 36.37 


Year 
First 
Second 
Third 
Fourth 
Fifth 
Sixth 
Seventh 
Eighth 
Ninth 
Tenth 





Total $2,000 $1,874.51 $2,000.00 


Salvage 
value or 
unre- 
covered 


cost $100 $225.49 $100.00 


Figuring depreciation when 
property is sold or bought 
during the year 

As sales and purchases of prop- 
erty usually take place during a 
tax year, only a portion of the an- 
nual depreciation on the sold or 
purchased property can be de- 
ducted in that year. 
Example—On July 1, you buy fix- 

tures for $550 with a useful life 
of five years. Estimated salvage 
is $50. Using the straight line 
method, your annual deprecia- 
tion deduction will be $100. But 
for the year of purchase, you 
can only deduct % (6/12) of 
$100 or $50. 

To figure depreciation for a 
short period, do this: Figure what 
the depreciation would be for an 
entire year (12 months). Then 
multiply this amount by the num- 
ber of months you’ve held the 
property and divide by 12. For ex- 





mcs Sos STRONGER 


DOUBLE-TAPER FORGING... 


puts more steel 
where it counts 


AMES SHOVELS MAKE 
SHOVELING EASIER 


BLADE IS 
UNCONDITIONALLY 
GUARANTEED 


HERE’S THE DIFFERENCE 


Ames shovels are tapered TWO ways. Not just from back to point, 
but also from center to side. Ames alone puts more steel where it 


counts. This Double Taper Forging makes Ames blades stronger. Blade 
unconditionally guaranteed. 


Sell and Profit with Ames 


: SHOVELS 
; ‘ : GARDEN TOOLS 
finer Lroduel rw higher bandards ' CASUAL FURNITURE 
- METAL HOUSEWARES 
O. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 184, p. 127 
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STEVENS 


J 


WALDEN INC. 


THE MARK OF QUALITY TOOLS 


Stevens Walden offers you the largest 

most complete lines of all types and 
styles of wrenches — quality tools, 
popular priced for volume selling. 


STEVENS WALDEN, INC., Worcester, Mass. 


Want more facts? Circle 185, p. 127 





Fast Movin 





EXTRUDED MAGNESIU 


48" Level 
retails $8.95 


Just what the level market needed—a highly 
accurate level at a down-to-earth price. Tough, 
extruded magnesium construction with con- 
trasting black vial caps easy to read. 12”, 18”, 
24” and 28” available too. 





ASK ABOUT 


@ MAGNELITE LEVELS—The last word in sales appeal and 
accuracy. 13 sizes—18-96 inches. 


@ MAGNELITE PROTRACTOR LEVELS—The level with 
exclusive calibrated protractor feature. 13 sizes—18-96 inches. 


J.H. SCHARF Manufacturing Company 
6720 Binney Street Omaha, Nebraska 
Want more facts? Circle 186, p. 127 
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Depreciation methods: 


which is best for you? 
(Continued ) 


ample, if you have property for 
eight months in one year, you take 
8/12 or 2/3 of the depreciation 
that would be taken for a full 
year. 

If you buy property during the 
first 15 days of a month, count that 
month as part of the initial devre- 
ciation period. If you buy in the 
last 15 days of a month, don’t 
count that month as part of your 
initial holding period. You’ll pick 
up this portion at the end of the 
useful life of the property. 


How to deduct leasehold 
improvements 

As a tenant, you can, each year, 
write off a part of the cost of an 
improvement which you have con- 
structed on leased business prop- 
erty. But over which period do you 
take the deduction—over the life 
of the improvement or over the re- 
maining term of the lease? 

The general rule is that you de- 
duct the cost of your improve- 
ments over the shorter of the fol- 
lowing periods: 

The life of the improvement 
(in this case, you recover cost by 
depreciation); or the remaining 
term of the lease (in this case, you 
recover cost by amortization). 

The distinction between amorti- 
zation and depreciation is impor- 
tant for this reason: When amor- 
tizing, you cannot use the declin- 
ing balance or years-digit method. 
You can use only the straight-line 
method. When depreciating, there 
is no such limitation. 

What if you have an option to 
renew the lease? 

You may have to add the re- 
newal period to the remaining 
term of the lease to make the 
above comparison with the useful 
life of the improvement. 

Here are the tests: With an im- 
provement started after July 28, 
1958, you include the renewal pe- 
riod with remaining term of the 
lease if the remaining term is less 





than 60 percent of the useful life 
of the improvement. 

You can avoid this rule if you 
can show you will probably not re- 
new the lease. But note: Although 
your remaining lease period is 
over the 60 percent test, the Trea- 
sury can include the renewal pe- 
riod if there is a reasonable cer- 
tainty you will renew the lease. 


Furthermore, if your landlord is 
a spouse, child, parent, or corpora- 
tion in which you have a control- 
ling interest of at least 80 percent 
you must depreciate the improve- 
ments over its useful life, regard- 
less of the above tests. 

For improvements started on or 
before July 28, 1958, whether you 
include renewal periods is a ques- 
tion of proving the certainty or 
uncertainty of renewal. 


Examples 


(1) In 1959, you finish an im- 
provement when your lease has a 
remaining term of 15 years. You 
have an option to renew for 20 
years. The useful life of the im- 
provement is 30 years. Since your 
remaining lease of 15 years is less 
than 60 percent of the useful life 
of the improvement (60 percent of 
30 years or 18 years), the term of 
the lease includes the remaining 
term of 15 years and the renewal 
period of 20 years. However, the 
improvement is depreciated over its 
useful life of 30 years since it is 
the shorter period. To amortize the 
improvement over the 15-year peri- 
od, you have to prove that you will, 
as of the close of the year 1959, 
probably not renew the lease. 


(2) Same facts as above, except 
that the remaining terms is 20 
years. This is more than 60 per- 
cent of the useful life of the im- 
provement. You do not have to con- 
sider the renewal period, unless you 
have renewed the lease or there is 
a reasonable certainty you will 
renew. 


Extra first-year depreciation 


You can deduct a special first- 
year depreciation deduction in ad- 
dition to regular depreciation when 
you buy machinery, equipment, and 
other types of tangible personal 
property. The extra deduction can- 
not be claimed on realty, for exam- 
ple, a building. 

The extra deduction is 20 percent 


Ask Your Jobber About 


KRYLON’S BIG DEALER 
SPRING BONUS OFFER 


® 


SPRAY PAINT 


The Brand with Demand 
COAST-TO-COAST 


KRYLON, INC. NORRISTOWN, PA. 


Want more facts? Circle 187, p. 127 








BIG! BIG! BIG! 
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Only GARDEX offers you «a 


PLUS PROFIT PROGRAM 





vit | 


Wey 


Gardex has it! Your answer to 
the problem of increased over- 
head and decreased profits. 
Join Gardex with their pro- 
gram that’s first with modern 
sales-builder displays, first in 
new product development... 
and first with extra bonus 
plans for alert dealers. Ask 
your Gardex jobber for our 
new, colorful catalog of com- 
plete year-around line! 


Kee EVES? 
senri 


im 


y Write Today! gt 


Get interesting details on the 
many ways you increase profits 
with the Gardex Plus Profit 
Program! 


ae GA RDEX INC. 


502 North Carroll @ Michigan City 3, Ind 


supe cis 


Want more facts? Circle 188, p. 127 
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Depreciation methods: 
which is best for you? 
(Continued) 


of the cost of the property. 

In claiming the deduction, watch 
these limitations: 

(1) You cannot deduct more 
than 20 per cent of $10,000 or $20,- 
000 if you file a joint return. Thus 
the top extra deduction cannot be 
more than $2,000 on a separate or 
corporate return or $4,000 on a 
joint return. In other words, you 
do not consider investments over 
$10,000 or $20,000 in figuring the 
extra deduction. 

(2) You can get the extra de- 
duction only on property having a 
useful life of at least six years. 
However, you can claim the de- 
duction on used as well as new 
property. You can take the full 
extra deduction regardless of the 
time of year in which the property 
is bought. 

(3) You cannot get the deduc- 


tion on property received as a gift 
or inheritance. Nor can you get 
the deduction on property bought 
from relatives between whom losses 
are disallowed. This bar does not 
apply to purchases from brothers 
and sisters. But it does cover pur- 
chases between a partner and part- 
nership he controls, a stockholder 
and a corporation he controls, and 
purchases between beneficiaries, 
fiduciaries, and creators of trusts. 


How to figure the extra deduction. 

You figure the extra deduction 
without reducing the cost of the 
asset by salvage value. Then to 
find your regular depreciation, you 
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reduce the cost basis by the extra 
deduction. On the remaining basis, 
you figure regular depreciation, 
using a method that best saves you 
taxes: the straight line method, the 
declining balance method, or the 
sum of the year-digits method. 
Example—On Jan. 5, 1959, you buy 
a machine which costs $30,000 and 
has a useful life of 10 years. You 
file a joint return so you get the 
top special deduction of $4,000 
(20 percent of the $20,000 maxi- 
mum). (On a separate return, your 
top deduction would only be 
$2,000.) 

You reduce the $30,000 basis by 
the $4,000 deduction. On the re- 
maining basis of $26,000, you then 
figure your regular depreciation 
using one of the methods discussed 
above. 

You elect the straight line meth- 
od and estimate a salvage value of 
$1,000. Your regular deduction is 
$2,500 (10 percent of $26,000 less 
salvage of $1,000). Thus, the tc ial 
deduction in the year of purchase 
is $6,500 ($4,000, extra first-year 
deduction and $2,500, regular de- 
duction). @ End 


























for FOREIGN CARS 


FOREIGN CAR KEY BLANK ASSORTMENT 


This NEW Key Blank assortment contains 2 dozen 
each of 50 FOREIGN CAR Key Blanks, COMPLETE 
with a large board for displaying them. 


Included with each FKA-6 is a detailed chart, con- 
sisting of a Numerical Index and an Alphabetical 
Index with comparative numbers. 


Ask your jobber or write direct to us 


KEIL LOCK CO., Inc. 


CHARLESTOWN, N. H. 
Want more facts? Circle 189, p. 127 
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SEYMOUR SMITH 


vances eee ATRL 


GARDEN 
ppele) By 


SNAP CUT 


LOPPING SHEARS 


Same famous action as the SNAP-CUT PRUNER, but 
this lopper takes green branches up to 1-1/4". A 
clean, easy cutting tool that’s light in weight and a 
joy to handle. 9/16” hardwood stick furnished with 
No. 1149 each shear so customer can try and compare before 


SNAP GUT 


=~ HEDGE SHEARS 


Ae sa Patented “Tension Bar” actually keeps blades in 


proper tension for best cutting. Also acts as shock 

absorber . . . makes hedge trimming an easier, 
No. 354-9 pleasanter job. Cutlery steel blades have serrated 
9” BLADES and hardened edges and precision ground bevels. 

Bottom blade notched for cutting large growth. 








£zy-Cur 
HEDGE SHEARS 


Precision ground cutlery steel blades. Top blade is 
serrated for sure blade grip and E-Z cutting action. 
No. 114-8 Top blade notched for cutting large growth. 
8” BLADES 


£zy-Cur 
HEDGE SHEARS 


Ideal, lightweight easy action shear for the ladies. Cut- 
lery steel blades ground to keen, sharp cutting edge. 
No. 114-6 Top blade notched for cutting large growth. 


6” BLADES 
SEYMOUR SMITH 


AT) QUIT: SEYMOUR SMITH & SON, INC., 
i Oakville, Conn., U.S.A. 
a Sales Representative 


Quality bdo John H. Graham & Co. Inc., 


Since tose 105 Duane St., New York 8, N. Y.. 
Want more tacts? Circle 190, p. 127 
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“lL -O°F Window Glass best 
by my test!’’ 


RICHARD L. ZEYEN, SR. 
FOSTORIA LUMBER COMPANY 
FOSTORIA, OHIO 


““We’ve stocked L:O-F Window Glass 
for 25 years, wouldn’t think of stock- 
ing any other kind. Why? The way 
it cuts, for one thing. We’ve tested 
all kinds. L*O-F glass seems less brit- 
tle. It snaps clean at the score, doesn’t 
splinter like some glass. ‘That’s impor- 
tant when you have five or six 
employes all cutting glass. Saves a 
lot of wastage. 


“We stock 30 to 40 standard sizes of 
L:O-F Window Glass, and our glass 
department is right in our main sales 
room. It not only saves time, but 
people think of us first when they 
need glass.”’ 


LIBBEY-OWENS-FORD WINDOW GLASS 


The glass that cuts easier, snaps clean 


TOLEDO 3, CGHIO 
Want more facts? Circle 191, p. 127 
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FREE BOOKLET! Contains plans for various sizes of glass 
storage display racks. Lists sales aids available. Tells why 
L-O-F Quality Window Glass is your best buy. Order “For 
Greater Profits” booklet from your L°O-F Glass Distributor. 





GLASS DEPARTMENT SIGN! New 
sign, same as in photo at left, now avail- 
able. Printed in red, white and blue on 
sparkling aluminum. Size, 24” x 6”. Only 
15 cents from your L-O-F Glass Distributor 
(listed under “‘Glass”’ in the Yellow Pages). 
Distributors order in cartons of 25 ($3.75) 
from Libbey-Owens:Ford Glass Co., 811 
Madison Ave., Toledo 3, Ohio. 
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Four standards are adopted for 
preparing hollow metal doors 


The need for greater standardi- 
zation in the installation dimen- 
sions of hardware for hollow meta! 
doors has been met by a set of four 
standards recently approved by the 
American Standards Assn. and 
published by the National Builders’ 
Hardware Assn. 


Assembled under one cover and 
entitled American Standard Speci- 
fications for Door and Frame Prep- 
aration for Door Locks and Flush 
Bolts, A115-1959, the four individ- 
ual standards are: 

American Standard Specifica- 
tions for Door and Frame Prepa- 





Stretch Your Clothes Line Profits! 





NEW! 
FIBERGLAS 
SASH CORD 


of - Pe 
-t bg —_ 
<4 et i g us 
alu 4 
> o 
— 2 « 
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You’ll make more money with Puritan “Stretch-Less” Fiberglas 
Center Sash Cord because you'll sell more of it! You'll have 
greater turnover — more total profit! Puritan “Stretch-Less” 

Sash Cord has 50% less stretch and 20% more strength — by 
actual scientific test — than similar quality cords because of its 
miracle FIBERGLAS CENTER! This is a quality solid braided 
cord that is non-kinking, and does not have the stiffness found in 
other cords containing non-stretch materials! Make your 
housewife-customers happy — make yourself happy with extra 
profits — and make us happy by placing your order today for new 
Puritan “Stretch-Less” Sash Cord with FIBERGLAS CENTER! 


PURITAN CORDAGE MILLS, INC. 


Louisville, Kentucky 
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ration for Mortise Door Locks, 
A115.1-1959. 

American Standard Specifica- 
tions for Door and Frame Prepa- 
ration for Bored or Cylindrical 
Locks for 15%4 Inch Doors, A115.2- 
1959. 

American Standard Specifica- 
tions for Door and Frame Prepa- 
ration for Bored or Cylindrical 
Locks for 1% Inch Doors, A115.3- 
1959. 

American Standard Specifica- 
tions for Door and Frame Prepa- 
ration for Lever Extension Flush 
Bolts, A115.4-1959. 

The standards were drawn up by 
an ASA sectional committee spon- 
sored by the NBHA. 

Other organizations represented 
on this committee were the Ameri- 
can Institute of Architects; Com- 
modity Standards Division, U. S. 
Department of Commerce; Con- 
struction Specifications Institute; 
General Services Administration, 
Standardization Division; Hard- 
ware Manufacturers’ Statistical 
Assn.; E. F. Hauserman Co.; Hol- 
low Metal Door and Buck Assn.; 
the Mills Co.; National Woodwork 
Manufacturers Assn.; Ready Hung 
Door Corp.; Steel Door Institute; 
and Underwriters’ Laboratories. 

Detail drawings are included for 
all four standards. 

The four new American Stand- 
ards are available separately at 50 
cents each. Bound together with 
protective covers and explanatory 
introduction as American Standard 
Specifications for Door and Frame 
Preparation for Door Locks and 
Flush Bolts, A115-1959, they are 
available at $1.50 for the set. Write 
to American Standards Associa- 
tion, Dept PR123, 10 E. 40th St., 
New York 16, N. Y. 





HARDWARE HUMOR 


FIRE Sd 


"What do you mean, ‘Which one do 
I like’? Take ANYONE!" 

















You'll say it’s the most profitable ; 
4% square feet in your store! 


Your Rust-Oleum return per square foot is _ Rust-Oleum is completely different! Specially- 


nearly twice that of most lines you handle! And 
you can merchandise your Rust-Oleum depart- 
ment in just 4% square feet of space in this hand- 
some metal display—featuring both brush and 
spray containers. Place it UP FRONT where 
powerful Rust-Oleum national and local adver- 
tising will tie up with this colorful display for 


processed fish oil vehicle enables Rust-Oleum’s 
famous 769 Damp-Proof Red Primer to be ap- 
plied right over sound rusted surfaces! Attrac- 
tive top coats in sixteen colors, including pleas- 
ing pastels, provide maximum rust prevention 
in a wide array of smart colors. And remember 
— Rust-Oleum has over 35 years of industry 


fast turnover and high profit! proof behind it. Get the facts, today! 


® 


= 


yo mon eee ATTACH TO YOUR LETTERHEAD oe cee em = 


Rust-Oleum Corporation 
2569 Oakton St., Evanston, Illinois 


Gentlemen: 


Please send me complete details on 
how my store can profit from a long- 
margin Rust-Oleum dealership. 


There are imitations, 
but only ene Rust-Oleum. 
It is distinctive as . 

your own fingerprint. i ek 


ss a bi ¥ r 
Want more facts? Circle 194, p. 127 
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Big windows, modern fixtures, and 
merchandise keyed to the commu- 
nity accounts for the instant success 


A dealer tells why... 


We don’t have to 
compete with discounters 


of Your Hardware Store. 


Here is a dealer who serves his market with higher priced merchandise. 


These ideas may help you, if you’re caught in a price competition race. 


You can’t eat atmosphere, but 
you can make a good living from 
the hardware sold to people who 
like the atmosphere of your estab- 
lishment. 

Atmosphere, or character, is es- 
pecially important in a quality 
hardware store that attracts the 
higher income type customer. That 
is the kind of store set up by 
George Aust of Burien, Wash. The 
store is successful. 

“Operating this type of store has 
its own special advantages,” Mr. 
Aust says. 

“Before starting my Burien 
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store, I operated a hardware store 
for more than three years in a 
Seattle neighborhood. With a staple 
item, such as bread boxes for in- 
stance, we stocked merchandise re- 
tailing at $1.50 to $4.50. That’s 
what our customers wanted. 

“Here at Burien, our customers 
are interested only in bread boxes 
starting at about $9. Some are 
priced as high as $15. These cus- 
tomers just aren’t interested in the 
lower priced merchandise,” says 
Mr. Aust. 

“Even more rewarding is the fact 
that we seem to have raised our 


store above the level of competition 
with the discount houses. 

“Many stores find it extremely 
difficult to sell certain lines of 
housewares that have been widely 
sold at low prices by discount 
houses. These dealers find they 
sometimes just can’t compete on a 
price basis with discounters. 

“We find we don’t have to com- 
péte. On those same lines that have 
been kicked around by discount 
retailers, we find we can sell the 
merchandise in good quantity at 
the reguiar list price without mak- 
ing any price concession. On one 





ZERO /N ON PROFIT WITH 
OLT GAME AND 
BIRD CALLS 


Precision 
Crafted TO BRING 


"EM ON 
TARGET 
YEAR 
AFTER 


@ Precision-Crafted in the same painstaking tradition of fine 
workmanship as that followed by leading gunsmiths, Olt Calls 
reflect quality throughout. You can recommend Olt Game and 
Bird Calls to your customers with complete confidence. for 
you know Olt truly “outcalls ’em all!” Make greater profit 
your target, and zero in with Olt’s 25 great calls. Contact 
your Olt jobber and place your order now! 


OLT outcalis ‘em all! OLT outsells ‘em all! 


PHILIP S. OLT COMPANY, PEKIN, ILLINOIS 
Want more facts? Circle 195, p. 127 





“ the BIG name 
HO ) 2) 9 in Gun Cleaning 


“DE LUXE” 
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Display Them on Your Counter 


Everything a man (or woman) needs to keep his guns in 
prime condition . . . famous Hoppe’s No. 9 Solvent, oil, 
patches, wipers, nylon bristle brush, cleaning rod, 
instructions! All in a beautiful redwood chest (Deluxe 
$3.75 retail) . .. or in a sturdy green-enameled steel 
tote box (Utility: $3.00 retail). Fast movers the year 
round ... “naturals” for gifts! Display 

them and watch them go! 


“UTILITY” FRANK A. HOPPE, INC. 


2314-A N. 8th St. 
Phila. 33, Pa. 


ASK YOUR 
JOBBER 


HOOK ASSORTMENT 








FOR HOPPE’S | 


Want more facts? Circle 196, p. 127 








On your counter or hung on pegboard ...there’s 


NO SPACE WASTE 


when you display these 


Starting 
Assortments 


Seffix HOOKS 


BATH accessories 


“ae 
aie : 
J U S 4 
* 


MOISTEN with WATER 


and Stick ‘Em Up! 


Pee ba ye. ip Sag Se 
Ae Re eed 


ph FP oe 
SS, og aera 
oa soa game 


No. 151 


A complete stock of these na- 
tionally popular plastic hooks 
for a minimum investment. Ex- 
ceptional profit, fast turnover. 
Contains 6 dozen cards of the 4 
fastest-selling hooks for kitchen, 
bath, closets, anywhere in the 
home. 7 smart colors. 


$9352 
TOTAL RETAIL VALUE 


FREE! 

WIRE MERCHANDISER 
AND DISPLAY 

CARD INCLUDED 


BATH ACCESSORIES 
Assortment No. 150 


America’s most popular plastic 
soap dishes, towel bars, tumbler 
and tissue holders. Contains 6 
dozen cards of 6 different self- 
adhering bath and kitchen ac- 
cessories. Offers rapid impulse 
sales, large profit. 6 colors. 


$ 4128 
TOTAL RETAIL VALUE 


Write for illustrated catalog sheets and full information. 
Your inquiry will receive prompt and careful attention. 


Seffix PRODUCTS COMPANY 
223 W. ERIE STREET + CHICAGO 10, ILL. 


PATENT PENDING 


_ Went more facts? Circle 197, p. 127 
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The Most Advanced line 


in Fishing Equipment 


Fishermen ask for Old Pal because 
of its quality . . . you should fea- 
ture Old Pal because it’s the most 
up-to-date line with new and 
exclusive items. 


New! 
Hand-E-Floater 


No. 14G10 Designed for 
use both as a carrier and 


piece, round. Capacity 
equal to standard 10-qt. 
2-piece floaters. f 


Tow-Bucket 
Ne. 34G10 Bait can be 
towed without drowning. 
ne-shaped lid reduces 


piece, galvanized floater. ; 
10-qt. capacity. 


Oxy-Charger 
No. 22G10 A bubbler type 
bucket with a perforated 
ic air pressure cham- 
. . Minnows keep alive 
» for days. Galvanized; 10- 
= qt. capacity. 


Molded Fiber Bucket 


Ne. 806 The ideal econ- 
emy bucket for minnows, 
crawfish and other live 
bait; waxed rim and 
pottom. Fiber buckets 4 
to 20-qt. capacities. 


Plastic Spin Kit 


No. 370 New, exclusive de- 

sign. Can be used for spin 

kit or tackle box. Opens 
from both sides. 16 compartments—9 on one 
side, 7 on the other. Equipped with belt loop. 
Measures 944" x 4” x 2”. 


Order the complete line of OLD PAL Metal 
and Air Feeder Minnow Buckets, Bait Boxes, 


Worm Cans, Minnow Traps and Plastic Lure 
Boxes from your wholesaler. 


Write for free illustrated catalog 


OLD PAL, INC., Subsidiary of 


Animal Trap Company of America « Lititz, Pa. 


Pascagoula, Miss. ¢ Fenton, Mich. e Niagara Falls, Ontarie 
Want more facts? Circle 198, p. 127 
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We don’t have to compete 
with discounters 
(Continued ) 


well-known line of housewares, we 
normally sell approximately 50 
units a month,” Mr. Aust says. 

It takes the right kind of dis- 
trict, and the right kind of store 
to operate in this manner, Mr. Aust 
points out. He started Your Hard- 
ware Store six years ago in Burien, 
just south of Seattle. This is pos- 
sibly the fastest growing district 
in the greater Seattle area. It is 
also a fast growing area as far 
as the hardware store population 
is concerned. 

Within one square mile of the 
main Burien business district, in 
which Your Hardware Store is lo- 
cated, there are 11 hardware deal- 
ers. Each one seems to be pros- 
pering. 

Population of the area that the 
Burien district serves is estimated 
at 250,000. The income of residents 
is substantially above average. 
Residents include many airline 
pilots, who earn about $20,000 per 
year. The average family income, 
Mr. Aust estimates, is in five fig- 
ures. 


Customers have the money 


Your Hardware Store is in a 
corner location, in the center of 
the Burien business district. It has 
a sales area of about 4000 square 
feet. Backless display windows on 
two sides make the whole store in- 
terior easily visible from the street. 


Sales have increased each year. 
Sales now are more than double 
the store’s volume in its first year 
in business. There are six em- 
ployees, plus occasional part-time 
help. 

In part, the desired atmosphere 
has been created by unusual, at- 
tractive display fixtures. These 
were designed by the owner, and 
built by him and store employees. 

The fixtures are a lower platform 
section with closed compartments 
for back-up stock. Shelves are sup- 
ported by black steel pipe. This 
contrasts attractively with the pink 
shelves. Two to three shelves, as 
needed, are mounted above the 
lower section. The shelves may be 
removed entirely for special plat- 
form displays. 


In some cases, the shape of the 
shelves is varied for special effect. 
In one part of the giftware sec- 
tion, for instance, a kidney shaped 
shelf is used. In another display, 
two circular shelves are mounted 
side by side on top of the base 
section. 


Island fixtures are arranged so 
they form aisles running obliquely 
through the store. This encourages 
better traffic circulation, the owner 
says. It also makes a more interest- 
ing arrangement than is usually 
found. 


Service with each sale 


The service wrapping counter is 
about one-third of the way back 
from the main street entrance. 
Store entrances are provided from 
both the intersecting streets. 

“We are interested in absolutely 
nothing but brand name merchan- 
dise,” Mr. Aust says. 

“We also departmentalize all our 
merchandise, which permits easier 
self service shopping and stimu- 
lates impulse buying. 

“We give our customers a lot of 
personal selling service and they 
expect it in this kind of a store. 
We also don’t spare any effort to 
keep the stock in good order and 
clean at all times. 

“We must make this investment 
in cleanliness to stay in character. 
And, with the profit margins we 
are able to mantain, we could not 
afford to do otherwise,” Mr. Aust 
says. 


Customers can charge it 


The owner advertises consistent- 
ly, investing up to 214 per cent of 
his gross sales in advertising. His 
best medium is a local shopping 
newspaper. 

Since the store carries no big 
ticket items it does not sell on 
conditional sales contract. It does, 
however, sell on both open account 
and on a revolving credit plan. 
About 25 per cent of total store 
sales are made on credit. 

With its revolving credit plan, 
the store charges 14% per cent per 
month on the balance of the ac- 
count. This is set up in the usual 
way, to make it as flexible as pos- 
sible. Even in a high income dis- 
trict, many customers cannot live 
entirely on a cash basis. They ap- 
preciate the convenience of a credit 
service. @ End 





SELL 
THE 
ROUTER 
WITH 
THE 
LIGHT 


% HP H264 ROUTER 


$69°° 
1% HP H267 ROUTER 
5R 500 
NATIONAL ADVERTISING 
THE SAT. EVENING POST 
POPULAR SCIENCE 


POPULAR MECHANICS 
AMERICAN BUILDER 


NEW 
“HOW TO” ROUTER 
BOOKLET FOR YOUR 
CUSTOMERS 


38-page booklet, “OPERATION OF 
THE MODERN ROUTER,” shows 
how to make wood joints, mortises, 
rabbet cuts, grooves, decorative cuts 
and inlays, and how to use related 
sales items like router bits and at- 
tachments. Helps sell accessories! 
Order from your wholesaler now. 


More features for you fo sell 
»eeand more help fo sell them 





Of all portable power tools, Stanley’s 
H264 “router with the light” helps the 
professional and home handyman alike 
to do a better woodworking job. It 
speeds the professional's work when 
installing doors, windows, drawers for 
cabinets, etc. And it helps the handy- 
man add a “professional” touch to book- 
cases, dressers, tables and many other 
home projects. 

Take a look at these exclusive selling 
features: 3-Position Safety Switch starts 


and stops router, locks shaft automat- 
ically ... Precision Accuracy—unique 
depth gauge permits settings as fine as 
.004 of an inch . . . Spotlight throws 
bright beam on the guide line and lights 
the way along it! 
To make your selling job easier, Stan- 
ley’s powerful national advertising is 
constantly working for you, What’s 
more, a Stanley router sale means plenty H295 ROUTER KIT—$90.95 
of repeat business in attachments and : 


: Includes H264 router, guide, bit, 
accessories throughout the year. templet, etc., in a sturdy metal case. 


Prices slightly higher in Canada « Prices subject to change without notice 


SELL STANLEY ELECTRIC TOOLS—dhe complete line with new design 


' 
Stanley's powerful high-speed, H45 Y hp router 
lifts the average beginner into the professionol 
class. Easy handling, perfectly balanced for con- 
trol; assures precision accuracy. Only $49.50 


a Fe SS oS “pees s% beugeh | Fo onl Ce PRC eee Mm ) MAR ee Pa ar 3 
OAE8 RSA GRR 0 oe Sete ie ee ——e8 ie a v7 4 3 




















H297 builders kit contains everything forhanging, Stanley makes the most complete line of high- 
mortising doors, etc. Includes % hp motor with speed steel router bits in the world. “High-honed” 
router and plane attachments, folding templet, cutting edges stand up longer, give more pro- 
router guide and accessories, in case—$173.95 duction between grinds. Fit all makes of routers. 


AMERICA BUILDS BETTER AND LIVES BETTER WITH STANLEY 


tools * builders hardware ® industrial hardware ® drapery hardware ® automatic door controls © aluminum windows © stampings 


STANLEY This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.--hand tools © electric 


® springs © coatings © strip steel © steel strapping—made in 24 plants in the United States, Canada, England and Germony. 


REG. U.S. PAT. OFF. 


CANADIAN OFFICES: ROXTON POND, P. Q. ANO HAMILTON, ONT. 
Want more facts? Circle 199, p. 127 
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Power mowers are on year-round display at Tobey Hard- 
ware & Supply Co. This is the winter display. 


You can fight price appeal 


when you... 


Service what you sell 


This dealer has price competition from nearby stores, but still 


sells full-profit mowers for cash. Here is how he meets competition. 


There is one way to stay in the power mower busi- 
ness if you sell for cash. Service what you sell. 

In these days of instalment selling and price ap- 
peal, it is somewhat unusual to find a hardware dealer 
who is doing an excellent lawn mower business with- 
out using either of these popular selling methods. 

Tobey Hardware & Supply Co., Freeport, Texas, is 
owned by a conservative New Englander who migrated 
to Texas during the sulphur boom and opened a hard- 
ware store in 1917. 

The store has plenty of nearby competition. Next 
door is a large mail-order house catalog branch. 
Across the street is the showroom and catalog facility 
of another national mail-order company. Both pro- 
mote, in season, lawn mowers and low down payments. 
No-money-down sales on bargain priced mowers in 
crates are frequent. 


The Tobey appeal is directly opposite. The store 
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does a modest amount of lawn mower advertising, 
none featuring cut prices or easy purchase terms. 

“We stress that we service the machines we sell,” 
Mr. Tobey points out. “We find in the long run that 
is more important to the lawn mower buyer than easy 
terms and a special price. This is especially true of 
buyers who are replacing worn out bargain mowers.” 

The store stocks two quality lines of mowers, with 
companion edgers and other tools to maintain the 
lawn. Without price appeal or easy credit terms, the 
store moves more than 100 quality-priced mowers a 
year. 

“We sell mowers on credit, of ccurse,” Mr. Tobey 
explains, “but they are sold on regular accounts. If a 
man is known to us as a good credit risk and he asks 
for credit, we allow him to pay one-third cash, one- 
third in 30 days and the remainder in 60 days. Under 
no circumstances do we allow more than 90 days for 





a customer to pay for his mower.” 

Tobey Hardware has never sold 
a lawn mower under an instalment 
contract. 


Contrary to common practice, 
the Tobey store does not accept old 
lawn mowers as part payment on 
new ones. Because the policy is 
generally known locally, the man- 
agement receives few requests to 
take in an old mower. When it 
does, the salesman simply explains 
that to give every customer the 
best possible price on a quality 
mower, it is not practical to take 
in used units. The customer is told 
he will fare better in the long run 
if he will sell his own used mower 
and buy a new one at Tobey’s for 
cash. 


Parts stock helps sales 


“We don’t believe we lose many 
sales by our refusal to accept used 
mowers,” Mr. Tobey says. 

All Tobey Hardware salesmen 
stress the value of the customer 
being able to obtain replacement 
parts and service promptly on the 
mower he buys at the store. This 
is a major factor in making sales 
without instalment selling or tak- 
ing trade-ins. 

“We sell the importance of the 
customer’s being able to obtain 
parts and repairs locally and at 
once,” Mr. Tobey says. This is a 
factor in overcoming the price and 
terms appeal of mail order houses. 

Parts for every model of mower 
the company has sold are in stock. 
Particular care goes into keeping 
a close check on the stock to see 
that parts for models still in use 
are on hand. 


We service what we sell 


Although the company uses its 
parts and service angle as a sales 
clincher to sell its two mower lines, 
it does not supply parts or service 
for any other makes of mowers. 

“In the first place,” Mr. Tobey 
explains, “we don’t want to invest 
the money required to stock parts 
for assorted mowers sold in our 
territory. 

“In the second place, we don’t 
believe it good business to come to 
the aid of an owner of a mail-order 
mower and eliminate the usual wait 
for his local office to order the nec- 
essary parts. 

“The best way we have found 


to highlight the importance of buy- 
ing a mower from a local store 
that provides parts and service is 
to allow the man who took advan- 
tage of instalment terms and a 
bargain price to wait out his parts 
and service. It makes him realize 
he did not get such a bargain, 
after all.” 


We sell in December 


One reason the company sells 
100 power mowers a year is that 
it does not allow prospects to for- 
get between selling seasons that 
the store sells quality mowers. 


Although mowers occupy promi- 
nent spots on the display floor, in 
one window, and along the outside 
of the building in season, there 
are two or three mowers on dis- 
play throughout the year. 


“Naturally we don’t sell many 
mowers in November, December, 


and January,” Mr. Tobey says, | 
“but we believe that keeping a few | 
of them on display throughout the | 


year gives us something of a jump 


on mower selling when the main 


season opens. 


“Regular customers, and even 
those non-customers who merely 
pass the store, are subconsciously 
reminded that we stock and service 
mowers. We believe they are in- 
clined to think of us first when 
they’re in the market.” @ End 
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"This is the last night, Wilson; to- 
morrow the burglar alarm should be 
See 











INDOOR-OUTDOOR HOME BELL 
Gleaming, polished 
aluminum bell, with satin 
black ship's wheel bracket. 


Suggested 
Retail 
$4.95 


* 


BARBECUE BELL 
Good luck horseshoe bracket, polished 
aluminum bell with a clear, lasting tone. 


PATIO-GARDEN BELL 
Beautiful, fully polished brass bell 
-+.@ big seller everywhere, anytime. 


* Complete Line 
* High Profit 
* Big Volume 


Display packaged, full price range, 
on all year ‘round sellers. Perfect for 
a hundred uses at home or away 
-+.@ big gift item. 


Send for the Bevin Catalog 





EVIN BROS. 
MFG. COMPANY 
East Hampton, Conn. 
Sales Representatives 
John H. Graham & Co. Inc. 
105 Duane Street, New York 8, N. Y. 
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FULTON 


FREE SPOOLING 
WINCHES 


NO. 296 has double 
drive of 5.1 to 1 and 
12.2 to 1 gear ratio. 
Mechanical advantage 
up to 133:1. Capacity 
2000 Ibs. direct lift. 


NO. 295 has 5.1 to 1 
gear ratio with 
mechanical advantage up 
to 54:1, Capacity 

1400 Ibs. direct lift. 


“Free spooling” lets drum turn without handle spinning 
as load is safely controlled with the brake. Exclusive 
handle permits change from cranking to free-spooling 
position or removal of handle in seconds with a push of 
the slide. Adjustable length handle increases mechani- 
cal advantage as needed to lift light loads fast or heavy 
loads easily. 

Models 296 and 295 have rugged one-piece pressed 
steel frame. Drive shafts and pinion gears are heat 
treated high carbon steel. Pinion gears are supported 
on both sides of frame in oil impregnated bearings. 
Unique brake on Model 296 gives choice of self-energiz- 
ing or non self-energizing braking action by removing 
one lock nut and reversing lever and band. 

Large capacity drums have adjustable rope or cable 
clamp. Positive two-way ratchets have “off” or neutral 
position. Models 296 and 295 have bright cadmium 
plated finish. 


General Purpose Winches available 
: from 200 to 2,000 Ibs. capacity. 


MALLEABLE HOOKS 

Made of fully annealed mal- 

leable iron for maximum 

strength. Load capacity 1500 

lbs. Eye of Hook is %” LD. 

Hook opening is %,”. Snap of 

466 and 468 is stainless steel. 
Bl + RUE os Smooth finish—no thimble 
plated plated plated required for rope. 


No. M-2 The Fulton ‘‘Dual Lok’’ 

Dual-Lok Coupling coupling is safe yet simple to 

ee use. Fast positive operation. 

7 To uncouple — depress safety 

lock and lift locking lever. To 

couple — push locking lever 

down: safety lock is automatic. 

Automatic safety lock can be 
padlocked to prevent theft. 


Fulton offers a complete line of Pressed Steel Trailer Couplings. 
WRITE FOR FREE CATALOG 

THE FULTON CO. 
MILWAUKEE 19 Wakie@el Tilt | 


Want more facts? Circle 201, p. 127 
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As HARDWARE AGE 
puts it: 


it EEE 
TOWARD 
MORE SALES" 


And we at LIVING For Young Home- 
makers endorse the Young Homemakers 
Center wholeheartedly. In fact, we will help 
you set one up so that you can profit by the 
proven buying needs of this eager buying 
market. LIVING Magazine is the only pub- 
lication serving this ““‘must buy” market of 
young marrieds with big needs. Research 
has shown time and again that these young 
homemakers buy more during the time they 
read LIVING than at probably any other 
time in their lives. 

Some facts from the December 31, 1959, 
issue of HARDWARE AGE: 


1. There will be 15 to 20 million marriages 
during the soaring Sixties. 


. There will be 12 to 14 million new house- 
holds formed ...this represents nearly 
a 30% increase. 


Want more facts? Circle 203, p. 127 






































illustrations are 
typical of what a 
Young Homemakers Center 
might look like in your store. 
They appeared in the 
December 31 issue of 
HARDWARE AGE 


What a young homemakers center 
can mean to you -«-- 


By appealing to young homemakers you attract a 
group of shoppers who might normally shep fer house- 
wares in some other type of retail store. Hardware Age 
has demonstrated to you that these yeung hememakers 
are a ready-to-buy market. Beyond that they’re won- 
derful repeat customers as their homes expand, And 
once in your store — lured by an attractive, helpful 
Young Homemakers Center — they’re red hot prospects 
for all the merchandise you carry. Keep ‘em happy, 
keep ’em satisfied and you can bet that they’ll be com- 
ing back year after year after year. 

You'll also see that these young hememakers are 
easier to attract if you take advantage of the prestige 
and acceptance of LIVING For Young Homemakers in 
promoting your Young Homemakers Center. How can 
you do this? Read on. 


The Time Of Purchase Magazine 


LIVING 


FOR YOUNG HOMEMAKERS 


A STREET & SMITH PUBLICATION 
575 MADISON AVENUE, NEW YORK 22, N. Y. 


Want more facts? Circle 203, p. 127 A 
































HERE’S ALL YOU DO: 

Fill in the coupon, indicating that you will set up a 
Yeung Homemakers Center in your store. 

You will receive a FREE packet of merchandising 
materials, including banners, counter cards, advertis- 
ing mats, fer use in setting up your center. 

You will also receive LIVING’s “Hardware Digest,” 
a special trade supplement containing reprints of the 
heusewares check list as it will appear in the April 
issue of LIVING, and suggested ways in which you 
can net a bigger share of business from this fabulous 
“must buy” market of young homemakers. 


ACT NOW! and get set for a big April by joining 
forces with your best resources and LIVING For 
Young Homemakers’ special April Housewares issue. 


TO: LIVING FOR YOUNG HOMEMAKERS 
575 Madison Ave., New York 22, N. Y. 
ATT: PROMOTION DIRECTOR 

Yes, | will set up a “Young Homemakers Center” in 
my store and feature the resources listed on this page. 


Please rush me the free packet of merchandising materials 
and my copy of LIVING’s “Hardware Digest.” 


STORE NAME 





STORE ADDRESS 





MY NAME IS 





TITLE 





s* s * * * fe e* 6s a . ss °¢ . a * - 2 oo * « + 
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RAINBOW NO. 113— 
All pure bristle . . . a qual- 
ity selection of brushes, 
seven sizes from 1” to 4”, 
for homeowners who want 
a finer-working brush. 
Priced 59c to $2.89. 





RAINBOW NO. 114— 








bristle, heavier stock. 
Seven sizes from 1” to 4”; 
retail from 65c to $3.60. 





RAINBOW NO. 121— 
Top-quality Tynex nylon 


RAINBOW NO. 112— 
moving, good quality for 
a variety of homeowner 
paint jobs. Seven sizes 
from 1” to 4”. Line retails 
from 45c to $2. 











RAINBOW NO. 120— 
100% Tynex* nylon. 





line of Homeowner 
brushes. 100% Tynex 
w'th exclusive Velvatized- 





Made with Rubberset’s 
exclusive Velvatized- 





tip for professional-like 
finishes. Seven sizes 1” to 
4”; 79c to $3.89. 


tip™™ . same 
as professional “Old 
Pro t™ veiprrne Sells 


Now boost paint-brush sales 29% or more with Rubberset’s colorful, all-new 


Here is the most revolutionary new idea in paint brush merchandising 
in 25 years! It’s Rubberset’s all-new Rainbow 1 to 4 Line .. . offering 
you these profitable advantages— 


® Reduced inventory investment 
e® Fewer items to stock 
Simplified numbering system 
One supply source for every brush requirement 
Widest variety of brushes ever offered...a price for every market 


Eye-catching, sales-stimulating attractively colored handles 


SALES TESTED... 
RESEARCH PROVEN! 


In just 4 years, Rubberset dealers 
sold more than 4 million No. 7F 
brushes. Proof positive of the sales 
effectiveness of brush lines sized 
1” to 4”. 

Six-month actual store test research 
program proved addition of Rubber- 
set lines boosts paint brush sales 29 %! 





THE INSPECTO-PAK 
Rainbow No. 7F — 





THE IMPERIAL 
(BLACK) Rainbow No. 
115 — Finest of pure 
bristle Homeowner 
brushes. Attractively 

distincitive 


packaged on dis 
volume and profit-build- 
ing card; plastic blister 
protects brush. Pre- 
priced from 75c to $4.98; 
seven sizes, 1” to 4”. 
(Plus No. 616 1}4”" an- 
— 


. 
* 


P| Smporial ¢ 


Ror BCRP EE Rees 


pg ae ay phi ise 


Ask your Rubberset man today about these amazingly fast-selling, highly 
profitable new lines of top-quality Rainbow Homeowner brushes. Ask him, 
too, about progressive merchandising aids, and display deals. 


Now more than ever... your best bet is 


Rubberset offers eight new 1 to 4 lines. 
Each line features seven sizes from 1” t eC [S e 
to 4”. Each is a complete line with dif- 
ferent handle colors and price range. 


THE RUBBERSET COMPANY, 900 Passaic Ave., East Newark, NJ. 





-ANTI-RUST §&§ 


Another important contribution from 
DuPont Research! Anti-Rust Paints for 
every surface. DUCO® Anti-Rust Primers 
for damp-proof priming of rusted metal; 
for clean steel, tin and aluminum, for all 
galvanized and copper surfaces! DUCO 
Wrought lron Black for exterior or in- 
terior use. DUCO Chrome Finish Alumi- 
num Paint. And for a top coat: Du Pont 
Dealers are offering double-duty DUCO 
Gloss Enamel, America’s most versatile 
indoor-outdoor enamel. 


Order these new paints now for spring 
selling. Promote new DUCO Anti-Rust 
Paints in your window and store for new 
profit opportunities. These new Anti-Rust 
Paints are today’s best protection for 
metal, indoors and out. 











Sell the paint that’s worth the work... the beauty lasts 


Anti-Rust Primer Nideaiiaece cts 
0 PTg Cutan stem + Ta» me BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 


546 ZINC CHROMATE YELLOW 


Want more facts? Circle 205, p. 127 A Went more fects? Circle 206, p. 17. 
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shower otf 


\ WAIR E 


gift values for spring selling 


Pyrexe ware .. . today’s look for today’s cook 


This full page ad features the newest in PYREX WARE 
a full line of gifts from $2.66 to $6.95 for weddings, showers, 
anniversaries. 


Over 17 million consumers — your customers — will see this ad in McCall's in Mzy and in the 
June issues of Ladies’ Home Journal and Better Homes and Gardens. — full 
stocks on these new Pyrex gift items to meet the demand! 





MAKE YOUR STORE A 


GIFT CENTER 


(irs 


. We odin 
A Md \ ‘ 
Ag ’ 

\ i? 


USE PYREX WARE'S FREE SALES-BUILDING DISPLAY KIT 


to build a traffic-stopping Housewares window this Spring. Kit consists of colorful product toppers 
(packed one with every item), 22” x 23” three-dimensional, self-standing display card and seven 8” 
multi-colored parasols. Use Pyrex gift boxes to add more color. 


Here's how to get your te ITEM NO. 


PYREX DISPLAY KIT 
FREE 


1063-M 


5804-CW 


" 444-SB 
Order one case of each of the new Pyrex gifts (right) plus 
six cases of Pyrex basic gift merchandise. Total order: 
11 cases. Your distributor has all the details. 


PYREX HONEYMOON 4-CUP CARAFE WITH CANDLE WARMER 


~ PIECES 
DESCRIPTION PER case | EACH 


PYREX BLUEBELLE SERVING DISH WITH CRADLE 


PYREX SALAD BOWL WITH SERVING TONGS 
PYREX OVAL DECORATOR CASSEROLE WITH CRADLE 


PYREX CINDERELLA SERVING CASSEROLE WITH TWIN CANDLE WARMER 


Your Pyrex Display Kit will be shipped to you direct from Corning. Don’t delay. Order from your distributor now! 


To make your Pyrex Ware promotion complete, order these free selling aids from Corning: 


* Glossy Photographs 


* Statement Enclosures 


* Retail Ad Mats 


Consumer Products Division, Corning Glass Works, Corning, N.Y. 





__RETAIL PRICE 


Con-O-Mat 


MOST BEAUTIFUL 
CAN OPENER 
MADE 


A 


Se 
Kes 


PORTABLE 


ELECTRIC | | 


CAN 
OPENER 


, Rival ) RIVAL MANUFACTURING CO 


Kansas [ity rv 
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ALL-PURPOSE 
PATIO-LITE 


NEW EXTRA LARGE REFLECTOR 


Value-priced for high profit vol- 
ume sales at $2.19 to $2.49. 
Verified $2.98 retail value. Per- 
fect for outdoors .. indoors. . 
photography, garage, attic, store 
windows . . hundreds of practical 
uses. GUARANTEED. UL socket 
and plug. Eye-catching colorful 
carten. Individually boxed. 

Write, wire, phone NOW for 
cateleg sheets, prices, samples. 


drop-lite 


119 Avenue D, New York 9. Phone: CAnal 8-3370 
Want more facts? Circle 208, p. 127 














Convention 
Calendar 


—— Convention Check List —— 


For complete details about the con- 
ventions and shows listed below, see 
the alphabetical listing starting on 
page {5!. Mar. !0 issue. The next 
complete listing will be in the April 
7 issue. 


March 


29-31 Albany Hardware Co.., 
Show, Albany, Ga. 


Dealer 


April 
3 Worth Hardware Co., 
Show, New York, N. Y. 
3-4 Billings Hardware Co., Sport- 
ing Goods-Outing-Lawn & Gar- 
den Show, Billings, Montana 
10-13 Southern-Hardware Convention, 
New Orleans 
21-22 National Assn. of Sheet Metal 
Distributors, Fiftieth Spring 
Meeting, Columbus, Ohio 
30to Morely-Murphy Co., Dealer 
May | Show, Green Bay, Wis. 


May 


2-6 Nationa! Builders’ Hardware 
Assn. Management Conference, 
Princeton, N. J. 

15-17 Pacific Coast Conference of 
National Builders’ Hardware 
Association and the American 
Society of Architectural Hard- 
ware Consultants, Portland, Ore- 


Dealer 


gon. 

23-25 Triple Industrial Supply Con- 
vention, Chicago 

29-31 Piedmont Hardware Co., Toy 


& Housewares Show, Danville, 
Vo. 


June 


5-7 Ace Hardware Corp., Summer 
Convention & Toy Show, Chi- 


cago 

6-16 Cotter & Co., Toy & Fall Goods 
Merchandise Exhibit & Stock- 
holders’ Meeting, Chicago 

16-18 Texas Wholesale Hardware 
Assn. & Texas Boosters Club, 
San Antonio, Texas 


July 


10-14 National Retail Hardware Assn. 
Congress, Philadelphia 

11-15 National Housewares Mfrs. 
Assn. 33rd Exhibit, Atlantic City 

17-19 Our Own Hardware Co., Sum- 
mer Merchandise Exhibit & 
Stockholders’ Meeting, Minne- 
apolis 


For complete details about conventions 
and shows listed above see the Mar. 10 
issue of Hardware Age. 











Correction 


Mr. Loewy’s company connec- 
tion was not included with his let- 
ter published in Letters to the 
Editor, March 10 issue, beginning 
on page 129. H. A. Loewy is vice- 
president, sales, and he is with 
Swan Rubber Co., Bucyrus, Ohio. 





DO-IT-YOURSELF 
CASTER DISPLAY 





fits easily ate only 13 12 ‘inches! 


Attracts impulse buyers by giving them 
ideas they can carry out themselves. 
Casters make dozens of things around 
the house easier to use. From toy boxes 
to laundry hampers—Bassick Casters 
make work lighter, easier. 

You can set up this simple peg board 
display from your own stock in a few 
minutes. Profit from the power of 
casters to attract the eye and arouse 
interest ... particularly with do-it- 
yourselfers ! 

THE BASSICK COMPANY, Bridgeport 
5, Conn. In Canada: Belleville, Ont. 
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How's the Hardware Business? 





Rubbermaid FP (full-potential) dealer plan 
under way; big turnover increase is goal 


A new merchandising program, 
called the FP Program, has been 
extensively field tested in 34 hard- 
ware stores by Rubbermaid Inc., 
Wooster, Ohio. Now the FP (full- 
potential) Program is being offer- 
ed to selected dealers nationwide. 

The program consists of: 


@ Two basic systems of inven- 
tory control, using stock lists A 
and B. 

List A covers stores selling 
$100,000 or more a year in all lines. 
List B is for stores in the $50,000- 
$100,000 sales range. 


@ Two new types of merchandis- 
ing fixtures. The larger of the two 
is a 12 ft unit designed for stores 
using stock list A. A 9 ft unit is 
ample for stores using list B. 

Arrangement of stock on these 
displays follows the arrangement 
set on the two basic stock lists. 


@ All stocks are kept on front 
display, according to the master 
display plan. There are no backup 
stocks. 


@ In-person service from a Rub- 
bermaid field representative every 
four to six weeks for stores using 


plan A. Stores under program B 
will receive regular calls, and be 
serviced in between by their whole- 
salers. Personal service is con- 
sidered by Rubbermaid to be one 
of the program’s biggest features. 

These are the results dealers can 
achieve with the FP Program, 
based on test-store results, accord- 
ing to Rubbermaid: An average 
stock turn of 4.7 times yearly; 40 
percent margin of profit; four 
times more sales per square foot 
than the average for most hard- 
ware stores. 

To qualify for the FP Program, 
dealers agree to utilize the Rub- 
bermaid basic stock control list and 
maintain stock at suggested mini- 
mum levels; follow the master dis- 
play plan; and keep the display 
in a good traffic location. 

Dealers who join the program 
may use their own display fixtures, 
if they are adequate. Or, they may 
buy the newly-designed fixtures 
offered by Rubbermaid ander plans 
A and B at one-half the normal 
dealer cost price. 

Dealers who start under the pro- 
gram must balance their stocks 


This is Rubbermaid's FP (full-potential) Merchandising Unit A, recently in- 
stalled at the new Rand Hardware, Meyers Lake Shopping Center, Canton, 
Ohio. That's proprietor Tom Rand arranging stock. 
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with the FP basic stock list. That 
is, they agree to buy those items 
needed to bring their current 
stocks up to Rubbermaid’s sug- 
gested minimum requirements for 
a balanced inventory. 

Average stock under either plan 
A or B is about four of any item 
in a given color. Maximum item 
is 10 units of a 19¢ sink stopper. 

The dealer’s obligation under 
the FP Program is to keep the 
display as near to basic stock re- 
quirements as possible. 

Under plan A for larger stores, 
the basic stock list includes 57 
items, and 10 color selections. Few 
items are suggested in more than 
four colors, and none is suggested 
in all colors. 

The total inventory under plan 
A comes to $1680 at retail, $1008 
at cost. Display unit A is valued 
at $310, costs dealers $155. 

Under plan B for smaller stores, 
the basic stock list covers 41 items 
in basically the same color repre- 
sentation as plan A. In plan B, a 
full dealer inventory at retail is 
$985, costs $591. The display unit 
for plan B costs $112.50, has a 
value of $225. 

“More dealers than we dared 
hope for have already signed up 
for the FP Program,” says Guil- 
ford Johnson, general merchandis- 
ing manager of Rubbermaid. 


February construction 
up 2% from year ago 


The value of new construction 
put in place in February was $3,- 
567 million, up $61 million or 2 
percent from the $3,506 million in 
February, 1959, according to the 
Commerce Dept. 

For the first two months of 1960, 
the total value of construction ex- 
penditures was $7,286 million, $68 
million or 1 percent ahead of the 
comparable 1959 total. 


Business failures up 


Business failures for the week 
ended March 3 were 299, or 22 
more than in the previous week, 
and 11 more than in the comparable 
week a year ago, according to Dun 
& Bradstreet, Inc. Business fail- 
ures to date in 1960 are 2,617, or 
73 less than in the same period a 
year ago. 





\ You'll turn a pretty profit when you 
suggest “SCOTCH” BRAND Masking 
Tape with every paint sale. 





SCOTCH” IS A REGISTERED TRADEMARK OF THE 3m CO 
Mitanesora [fimine ano \ffanuractunine company 
+++ WHERE RESEARCH 1S THE KEY TO TOMORROW 





IN COILS U 
ON CARDS 
BETTER HOUSEHOLD 
ON SPOOLS HARDWARE SINCE 1872 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
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FAST MOVING... 


FULL 40% 
MARK- UP... 








Competitively priced and packaged for impulse sales! 
e Caster cups (for both carpets and floors) e Swivel 
glides e Button glides e For any leg diameter or shape, 
any load (to heaviest!) ¢ Free Bar Rack with pre-selected 
stock order. 


Ui * UNITED STATES CASTER CUP CORP. 
FREE SAMPLE and Subsidiary, Childlore Corp. 
AA «6215 W. 15th St. Kansas City, Mo. 


Want more facts? Circle 211, p. 127 





MIRACLE: TUB-CAULK 


SENSATIONAL 
FREE GOODS 
OFFER sae 


YOU MORE THAN DOUBLE YOUR MONEY! 











YOUR SPECIAL BONUS PACKAGE CONTAINS: 


i display 100T (6 Tubes 4/2 oz. Tub-Caulk) 
2 extra 4% oz. ($1.00 retail) Tubes.. FREE 
8 Tubes 4% oz. Tub-Caulk sells for $8.00 
costs you $3.60 
YOUR PROFIT | A SENSATIONAL 


*4.40 | 557% 


PROFIT 


a sensational 55% profit on Tub-Caulk. 
Reported by store after store as their fast- 
5 

















est selling item. Customer acceptance and 
enthusiasm for Tub-Caulk increasing! 


Easy-to-use nozzle for neater, faster Tub- 
Caulk application! 
Dramatic, eye-arresting display. 


APPLIES LIKE TOOTHPASTE. STAYS BRIGHT, WHITE FOREVER! 


BACKED BY BIG ADVERTISING CAMPAIGN! 
MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 
Want more facts? Circle 212, p. 127 
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| JET-DR/ 


(Made with CCR-37) 


Does It 


* Perfect for use on metal and 
wood, wallboard 
and plaster 


Write for 
nearest supplier 
and literature 
Jet-Dri Division aes 
Consolidated Chemical & Paint Mfg. Co. 
456 Driggs Avenue, Brooklyn 11, N.Y. 
Want more facts? Circle 213, p. 127 
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Consumer Mailers 





New Wholesalers’ Aids for Dealers’ Use 


Spot announcements will promote spring mailer 
to build store traffic for hardware dealers 


Customers in New York City 
will hear spot announcements late 
next month urging them to dig a 
catalog out of their mail, and go to 
the store whose name is imprinted 
on it to buy hardware. 

These spot radio announcements 
will be part of the promotion of 
Wm. L. Blumberg Co., Brooklyn 
wholesaler, to build store traffic for 
dealers using its spring consumer 
mailer. 

The promotion will be knit to- 
gether under the name Commu- 
nity. The name Community will be 
on the front page of the mailer. 
Dealers participating will put up 
banners identifying their stores as 
Community stores. The radio an- 
nouncements will play up the name 
Community. The Community iden- 
tification applies only to this pro- 
motion. 

The entire promotion is offered 
as a package. Price of the mailers 
to dealers includes store identifica- 
tion banners and mentions on the 
radio spots. A dealer will get one 
mention for each thousand mailers 
distributed. 

The promotion got started when 











Blumberg's spring mailer featuring 
Community store identification on 
front page. 


Blumberg officials studied ways to 
make its consumer mailer more ef- 
fective. The wholesaler reasoned 
that customers now receive many 
spring catalogs. The problem: 
How to get them to look at and re- 
act to the catalog distributed by 
Blumberg dealers. The solution: 
Reach customers by radio to urge 
them to look for and use the Blum- 
berg catalog. 

A radio station was selected that 
covers the Blumberg dealer area. 
This station features baseball 


an 
~~ 


This banner will identify stores using 
the Blumberg mailer. 


game broadcasts so the promotion 
was timed for early in the season. 
The radio promotion will be on 
for two weeks. Each week there 
will be 17 one-minute spot an- 
nouncements. The announcements 
will mention the catalog, several 
items in the catalog, and mention 
dealer names. Emphasis will be on 
the entire catalog and the Commu- 
nity store identification to promote 
dealer stores as hardware head- 
quarters, rather than featuring 
specific items of merchandise. 


Meyer spring broadside 
has 4 coupon specials 


Four’ coupon specials and 51 
other staple hardware-housewares 
items are featured in the spring 
sale broadside prepared by Meyer 
Merchandising Service, Inc., Chi- 
cago. 

The April-May promotion is en- 
titled “Spring Shower of Bar- 





LOW COST 
LOW INVENTORY 


complete 


Ine, 
“We department 


That's Our 
BIG BALL 


Twine 
Assortment 


Gives you a balanced selection including 
Parcel Post, India, Jute, Cable Cord, 
Household Twine and Mason Twine, all 
in one handy shipper display. Balls are 
25¢ sellers. Ask your wholesaler for 
King Cotton #25 Twine Assortment. 


Kine 


o—_ 


OM corDAaceE 
® 


JOHN H. GRAHAM & CO., INC. 
105 Duane St., New York 8, N. Y. 
Want more facts? Circle 214, p. 127 


PERK-UP PROFITS WITH THIS 





NEW LOW PRICED 
ARCO-SAW 


5-inch Model with Depth- 
Bevel-Rip Gages 


$1Q)°> 


Retaii 


BRAND NEW FEATURES 
e Attaches to ANY ‘'%" Drill in | Minute 
with Exclusive ‘Floating Safety-Bracket." 
¢ Has 5" all-purpose mbination Blade. 
¢ Full One-Year Factory Guarantee. 
Ask Your Jobber 














WRITE for LATEST CATALOG 
ARROW METAL PRODUCTS CO 
ARCO 421 W. 203 St.,N.Y.34. N.Y 
Want more facts? Circle 215, p. 127 





New Wholesalers’ Aids 


(Continued ) 





gains.” It is printed on four-pages, 
in four-colors, and is newspaper 
size. 

The merchandise featured in the 
broadside was selected by a com- 
mittee of participating hardware 
wholesalers. Only those items which 
have appeal for households in all 
sections of the country were used. 

A in-store trim kit containing 
over 200 pieces including window 
banners, penants, pre-priced item 
cards, and newspaper ad mats is 
provided with the promotion. 

These wholesalers are using the 
promotion: Brown-Rogers-Dixson 
Co.; E. Garnich & Sons Hardware 
Co.; Gates Hardware & Supply Co.; 
Hardware Distributors, Inc.; Ken- 
nedy Wholesale Hardware, Inc.; 
King Hardware Co.; C. H. Miller 
Hardware Co.; Morehouse & Wells 
Co.; P & G Hardware Co.; Rogers 
& Baldwin Hardware Co.; V. 
Tausche Hardware Co.; Bay City 
Hardware Co.; Dunham, Carrigan 
& Hayden Co.; Harper & Reynolds 
Corp.; Idaho Hardware & Plumb- 
ing Co.; and Geo. A. Lowe Co. 


Orgill Bros. circular 
has full page 88¢ sale 


This spring sale circular from 
Orgill Bros. & Co., wholesaler at 
Memphis, features a full page 88¢ 
sale and a coupon deal as traffic 
builders. 

Some 30 items are featured on 


the 88¢ sale page. The coupon spe- | 


(Continued on page 174) 
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Boxneeg OVEM TOASTER 























ie 


EW! 
3-POSITION 
ADJUSTABLE 


CLOTHES LINE 
POST 


3 EER: eae: ~ a 
IT MATCHES 

THE REACH 

OF EVERY 

HOUSEWIFE 

AND OF HER 

WASH! 


LOCK-BAR 
FINGERLIFT 
ADJUST MENT* 
AN EXCLUSIVE 
ADJUSTA-POST 
FEATURE! 


*Pat. Pending 


_ EXTENDS TO 


FULL 8 FT. 
FOR INSTAL- 
LATION! 


COMPLETELY PACKAGED IN A 
51-INCH DESCRIPTIVE CARTON. 
CARTONS SHIPPED, WAREHOUSED AND 
DISPLAYED MUCH BETTER THAN UN- 
WIELDY LONG CLOTHES POSTS— 
AND THEY'RE EASY TO TAKE HOME! 


SOLD THRU YOUR LOCAL DISTRIBUTOR. 


ANOTHER PRODUCT FROM 


ADJUSTA-POST 


MANUFACTURING CO. 


AKRON 7, OHIO 
A COMPLETE LINE OF 
ADJUSTABLE BASEMENT POSTS 
AND COLUMNS 
STANDARD BASEMENT COLUMNS 
elthielole) meV) me lel ta 
WRITE FOR FULL DETAILS ON THE 
COMPLETE LINE 
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SOLID HARDWARE STORE SUCCESS! NEW 


al Oey: 1-) Oe [etd OCey- 1-1 
>} (0) = BeY- 1-3 
Up 45.96%!” 


rT a \-secle|- moms | -48-\\)1 a0) 
President, 
Coast-To-Coast Stores 


Central Organization, Inc. 





Minneapolis, Minnesota 


p——_—. ,_-// 
: CON STORES’ 


LOCALLY NATIONALLY 
OWNED \ ORGANIZED 


¢¢ COAST-TO-COAST STORES report a dramatic upturn in light 
bulb sales since the introduction of the New Shape Westinghouse 
line. In the past 12 months, sales have jumped 45.96% over the | an 
previous 12-month period. Congratulations to Westinghouse L A oan 
for its innovation in lighting, and for its forceful advertising and — 
promotion of these New Shape light bulbs! 99 


NEW SALES-TESTED ASSORTMENTS! 


Cash in on the demand for New Shape Westinghouse with this attractive 
FREE, sales-inducing floor merchandiser. Compact —only 20” x 16”! 
Easy to set up—it’s done in 5 minutes! 


ASSORTMENT #1 CONTAINS: ASSORTMENT #2 CONTAINS: 
60- 60 watt LIST VALUE—$52.20 60- 60 watt 24-40 watt LIST VALUE—$83.64 
60- 75 watt *YOU PAY — 36.54 60- 75 watt 24-150 watt *YOU PAY — 58.55 
60-100 watt *YOU MAKE — 15.66 60-100 watt 24-50/150 watt *YOU MAKE — 25.09 
*Based on 30% Discount 


Blas 


Want more facts? Circle 217, »p. 127 
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New 
oJ ats] els 
New 


Belay 


NEW SALES RECORDS! Now customers can see the 
difference in light bulbs—New Shape Westing- 
house looks better—it lights better—than old- 
style bulbs. Popular demand for New Shape West- 
inghouse continues to amaze the trade— 1959 fig- 
ures indicate New Shape Westinghouse outsells 
all old-style white bulbs by at least 4 to 1! 


NEW COMPLETE LINE! New Shape Westinghouse 
in all popular sizes—60, 75, 100, 150, 3-Lite—and 
now—new 40 watt, too! 


NEW AWARDS! 5000 retailers coast-to-coast vote 
New Shape Westinghouse the winner of Food 
Topics’ PROMOTION OF THE YEAR award— 
first light bulb ever to win this coveted honor! 


NEW PACK! Bright 

new green-and-black 
Picture Window 

Pack holds 2 New 

Shape Westinghouse 

Bulbs. Easy to recog- 
nize—easy to sell! Stim- 
ulates double purchases 
—doubles your profits, too! 


NEW PROFITS! No matter what brand you now 
carry—you can cash in on at. least 16% extra 
profit with New Shape Westinghouse! There’s a 
sales plan for you! Contact your local authorized 
Westinghouse Lamp Agent — your nearest Westing- 
house Lamp Division Sales Office — or WESTING- 
HOUSE LAMP DIVISION, Westinghouse Electric 
Corporation, Bloomfield, N. J. Do it today! 


YOU CAN BE SURE...1F ITS Westinghouse 
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WESTINGHOUSE EYE SAVING WHITE BULB! 





STARRING 


x 


STAR'S 


mca 


andsome steel and die-cast pieces 





Polished 

Nickel or Prime Coat 
SWEPT-WING 
HINGE 


DRAWER SLIDES 


652 
ll-steel 


sturdy drawer 
slide, mounted 
under drawer 

in center with 
only four nails 


a In nickel) 


SEMI- 
CONCEALED 
HINGE 


oy overlaid 


oon up to %" 








ALWAY MAGNET 
CATCH 


= catch in its 
price class that can 





RODUCTS Co. 
STAR Mor" oe 
580 Butler Stree 


Seld through wholesalers only 
Want more facts? Circle 218, p. 127 
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Decattfelty finished in Chrome, Black, 
Brass, Polished Copper 





New Wholesalers’ Aids 





(Continued from page 171) 


cial offers a regular 79¢ stove and 
utility mat for 19¢. 

The newspaper size circular is 
printed on four pages in color, and 
is timed to tie-in with Hardware 
Week. Circulation is expected to 
exceed 400,000 copies through 200 
dealers. 

A 214-piece dealer display kit 
containing 40 double face pennants, 
large window banners, and a com- 
plete set of illustrated price cards 
is offered with the circular. 


Janney's spring mailer 
is 24-page sale booklet 


Dealers can promote traffic this 
spring with a 24-page spring sale 
booklet from Janney, Semple, Hill 
& Co., wholesaler at Hopkins, Minn. 

The cover of the booklet features 
a trans-plant, plant starter kit, 


made exclusively for S&Q stores. 
Sales on this item alone are ex- 
pected to be about 200,000. 

Four pages are on lawn and gar- 
den merchandise. Other depart- 
ments featured include painting 
supplies, tools, sporting goods, and 
electrical and plumbing equipment. 

Unpainted furniture, a new line 
for many S&Q stores, is also fea- 
tured. The promotion of this line 
is handled on a direct from factory 
basis to minimize inventories of 
dealers using this promotion. 

Also featured is a lay-away pro- 
motion on Janney bicycles and gym 


sets, and a Glenwood riding mower. 
Three coupons, with a total value 
of $28, are used. 


Oklahoma Hardware has 
2 spring sale mailers 


Oklahoma Hardware Co., whole- 
saler at Oklahoma City, has pre- 
pared two spring mailers. One is 
for hardware dealers. One is for 
lumber yards. 

The hardware circular is printed 
on four pages, in color, and is tab- 
loid size. It features more than 50 
merchandise items including house- 
wares, sporting goods, painting 
supplies, tools, and lawn and gar- 
den equipment. 

Three coupon specials are fea- 
tured. They are a plastic vegetable 
bin, a leather-textured waste bas- 
ket, and a skirt and trouser hanger. 

The lumber yard broadside is 
printed on two pages, in color, and 
is newspaper size. It features more 
than 45 items, and three coupon 
specials. The specials are a putty 
knife, a galvanized pail, and a steel 
wire brush. 

The lumber yard broadside was 
developed at the request of lumber 
yard dealers who wanted items 
featured that are sold in hardware 
departments of lumber yards. 


Moore-Handley circular 
is "Thrifty ‘60 Sale” 


“Thrifty 60 Sale” is the theme 
of the spring circular prepared for 
its dealers by Moore- Handley 
Hardware Co., wholesaler at Birm- 
ingham. 

The circular is an eight-page 
tabloid, printed in four colors. It 
features some 70 traffic building 
items including housewares, sport- 
ing goods, electrical and lawn and 
garden items. Only eight of the 70 
items are priced above $5 retail. 

Included with the circular is a 
merchandising and sales promotion 
kit containing window banners, 
pennants, imprinted price cards, 
and a four column by 15 in. news- 
paper ad mat featuring selected 
items used in the circular. 

Three more circulars will be of- 
fered in this year. One for the 
summer season, a fall circular, and 
a gift circular for December pro- 
motion. 





_ Mr. Dealer: 


would you like to 
profit by some of 
the services used 
by chain stores 


for example: 


: 


Proven ideas to help you have a 
modern profit making store at low cost 


For complete informa- 
tion on this profit-im- 
proving service, plus 
many others enjoyed 
by hundreds of inde- 
pendent Hardware 
Dealers — write NOW 
to: 


PRO HARDWARE, INC. 
4 East Avenue 


HARDWARE Larchmont, New York 


STORES 
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PRICE CUTTERS HURTING 
YOUR PAINT PROFITS? 
Why Not Fight Back! 


We will give you an exclusive label-protected 
territory—advertising and promotion aids to 
build volume and proven Quality Paint priced 
for full 40% profit ond volume sales at 

to $4.99 retail. DON'T MISS THE SPRING 
SEASON. 


Write—Mr. Reed 
Proctor Paint & Varnish Ce., lac. 
Box 191-A, Yonkers, N. Y. 
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DON'T MISS THE 


BUYING CHECK LIST 


ON PAGE 114 











HAND STAMPS 


WITH YOUR NAME AND ADDRESS 


ADVERTISE & IDENTIFY YOURSELF 
FOR MAXIMUM REPEAT BUSINESS 


* ECONOMICALLY + PERMANENTLY 
* EFFECTIVELY ¢ CONSISTENTLY 


Available from your STAR jobber 


STAR KEY & LOCK MFG. CO. 


51 S. First Street Brooklyn ti, N. Y. 
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Store planning | 
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New Wholesalers’ Aids 


(Continued) 





Ace dealers distribute 
one million circulars 


More than one million copies of 
Ace Hardware Corp.’s spring home 


and garden sale circular have been 
distributed by dealers. This was a 


record circulation for the yearly 
promotion. 

The circular is tabloid size and 
printed in two colors. It features 





» 943° 
oo 


ae 


more than 118 merchandise items 
and three coupon specials. 

The coupon specials include a 
dial type hose nozzle, a quart of 
Ace enamel, and a ball of green 
garden jute twine. 

Ace made separate printing runs, 
and some merchandise changes, to 
allow for seasonal differences in 
some areas where the circular was 
distributed. 


Price increases on two 
Duncan Hines cutters 


Kitchen - Quip, Inc., Waterloo, 
Ind., has announced an increase in 
the suggested retail prices on two 
of six models of Duncan Hines food 
and vegetable cutting machines 
effective May 1. 

The increases are from $10.95 to 
$11.50 for the three-cutter model, 
and from $12.95 to $13.75 on the 
five-cutter standard polished alumi- 
num units—models No.’s 203 and 
205. 





» ye rr . cy f A  -. Y ' A At oe 
FVERYONE S A CUDSI!ION 


FOR A DEARBORN 





“Boy! Just 
look at those radiants!” 


Of course ... everyone is a customer 
for a Dearborn gas area heater. One 
of the big reasons is the Glo-Brite 
Radiants, which is referred to by our 
friend in the row boat. The widely 
acclaimed quality of Dearborn 
heaters is built to last, offering years 
of trouble-free comfort and warmth 
for your customers. Smart and 
stylish design coupled with the indus- 
try’s most advanced engineering 
make Dearborn the best line of 
heaters for you to sell! 


GLO-BRITE 
RADIANTS 





a 


Glowing cherry 
red from top to 
bottom, these 
radiants put a 
carpet of infra- 
red rays across 
the floor, gvar- 
antee positive 
floor warmth! 
Standard on all 
Dearborn Regency 
models. 


The Dearborn Regency is the world’s 
finest gas area heater. Lower, longer 
and loaded with sell-on-sight appeall 


Dearborn 


Get details of Dearborn’s clean-cut selling 
policy from any of these regional sales 
offices: Atlanta, Chicago, Dallas, Los Ang- 
eles, San Francisco. 





1960 Dearborn Stove Co., Dallas 
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MAY Sth 


is a very 
important date 
to you... 


A date you just cannot afford to miss— 
it heralds the opening at Olympia, Lon- 
don, of the greatest Hardware Fair ever, 
and this ‘Trade only’ show lasts from 
Monday to Friday. See the latest range 
from all the leading manufacturers. Ad- 
mission by official invitation or Trade 
card only. Further details on application. 


International 
Hardware Trades Fair 
UNIVERSAL EXHIBITIONS LTD., 74, Holland Park, London, W.11. 


Telephone: PARK 7723 and 7360 
Want more facts? Circle 224, p. 127 





FOR OVER 60 YEARS 


PROFIT-MINDED DEALERS 
HAVE STOCKED GENUINE 





hh Se 
they won't stick (ces P3l © 


REPRESENTATIVES THROUGHOUT U.S. AND CANADA « WRITE 


is on LOU J. EPPINGER MFG. CO. 


1757 PURITAN AVE., DEPT. HA-3, DETROIT 3, MICHIGAN 
Want more facts? Circle 225, p. 127 


your shelves _ uBEVEO Coat - Hat Racks 


Bright Chrome Row of Hooks 





2—6 ft. lengths 


Elmer’s full line turns over fast—and presto! Profits go up. No | 7 oe 5%" 


wonder—with all the ads in top consumer magazines backing ! Coat Racks 
these great glues. Stock all of them. See your supplier or write = g.. Attach on 


. standard 16" 
The Borden Co., 350 Madison Avenue, New York 17. D — —~ : ge eae 
| . — . . amy Single, Double, 
‘ Triple Shelves. 
Also Floor 
Models and 
Hangers 


Whee A ; 
fay 4% Immediate 
* ; Delivery 


Y/ Single Shelf mtar ing Co. 


36" $1095 831 Chicago Ave. 
Thru your local wholesaler § Evanston, Ill. 


Want more facts? Circle 223, p. 127 Want more facts? Circle 226, p. 127 
176 © HARDWARE AGE, March 24, 1960 

















HARDWARE AGE 


— FQ Yr Ch 


FRANK D. McBRIDE, 
president of the American 
Solder & Flux Co., Phila- 
delphia, started his career 
in 1910 with American 
Solder & Flux as a sales- 
man. He called on hard- 
ware wholesalers and 
dealers until 1915, when 
he became sales manager. 
In 1922, Mr. McBride pur- 
chased the business. He 
has developed and intro- 
duced a varied line of 
fluxes, and is the original patent holder of many 
types of fluxes. Mr. McBride is a member of the 
Franklin Institute. His main hobbies are fishing 
and bridge. 


HARRY A. HOFFNER 

started his career in the 

hardware business in 1910 

with Joseph L. Guernsey 

Hardware Co., Orlando, 

Fla. He worked for Guern- 

sey until 1914, when he 

transferred to Towers 

Hardware Co., Jackson- 

ville. In 1923, Mr. Hoffner 

resigned as secretary of 

Towers Hardware to be- 

come a manufacturers’ 

agent. Mr. Hoffner is still 

representing some of the manufacturers he rep- 

resented in 1923. He served the Old Guard as 

president from 1958-1959, and secretary-treasurer 

from 1952-1958. He is now a member of the ad- 

visory committee. Mr. Hoffner served as a captain 

in World War 1. He was awarded the Silver Star 

and Purple Heart for gallantry in action during 

the Meuse-Argonne offensive and the siege of 

Metz. Mr. Hoffner is a member of the American 

Legion and Morocco Temple, A A Order, NOMS. 
Mr. Hoffner’s hobby is hunting and working. 


oO 
AROWERS . +» WE MAKE 
" AAKERS FOR EVERYO NE { 


IT’S THE 


+ 2-CUPS 
+ 5-CUPS 
x 9-CUPS 


%& 12-CuPS 
te 14-CUPS 











BROADEN 
YOUR 
DISTRIBUTION 
OUTLETS 
WITH 

THESE 





SENSATIONAL 
ITEMS! 


WRITE 

FOR 
DISCOUNTS 
AND 
CATALOG 
TODAY! 


ALL THESE 
S EXCITING ... NEW 
D \} 2-CUP AND 5-CUP 
MODELS WITH 
DUAL ELEMENTS TO 
OPERATE ON: 
12-VOLTS ... 
FOR CARS ... BOATS... PLUS 


115-VOLTS ... 
FOR HOMES ... MOTELS .. . ETC. 


“/ke METAL WARE Corporation 


TWO RIVERS. WISCONSIN 


Want more facts? Circle 227, p. 127 
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It’s the all-new malathion, self-selling 
counter display. Your customers will see 
Dave Garroway demonstrate it 
on NBC’s TODAY Show! 


FO g YO U E S TO D AY 1 They'll look for it on your counter! 


It’s a full-color, self-selling sales 
and education center for malathion 
insecticides that takes just 20 inches 
of your counter. It’s for you and it’s 
free! Dave Garroway on the NBC 
TODAY Show will be showing your 
customers how to test their knowl- 
edge of bug problems with the two 
movable wheels in the center. He’ll 
show them the free, full-color leaf- 
lets in the center pocket, and dem- 
onstrate a typical hose attachment 
that fits in the left pocket. He’ll be 
showing them how malathion insec- 
ticides do a better, faster, more 
thorough job of bug control than 
any other garden insecticide. (You 
put the brand of malathion you 
stock in the right hand pocket.) 


Tie-in to this powerful malathion 
TV sales program and get real, on- 
the-counter help moving your mala- 
thion insecticides. Send for your 
free display, complete with supply 
of full-color leaflets ...right now! 


Focus all the sales power of Dave 
Garroway and the NBC TODAY Show 
on 20 inches of your counter... with 
this full-color point-of-sales piece. 


Contrast your 1960 sales with last 
year’s after the display works for 
you. You'll see the difference! 


Tune in on the malathion sales pro- 
gram. TV in April, May and June. 
There'll also be full-color ads in 
Better Homes & Gardens and Flower 
and Garden... and a three month 
schedule in Flower Grower and 
Popular Gardening. 





American Cyanamid Company, Agricultural Division, Dept. |, 
30 Rockefeiler Plaza, New York 20, N. Y. 





Please rush FREE counter display and full-color Leaflets to: 


Name 





Address 
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are Hubert Dennis, vice- 


News About Dealers: Crystal Pool Hardware 


Joins Sellers’ PRO Stores in California 


Walnut Creek, Calif. — A 
grand opening sale was con- 
ducted by the CrYSTAL POOL 
HARDWARE store which re- 
cently remodeled and remer- 
chandised. The sale also cele- 
brated the store’s acceptance 
as the sixth PRO store in 
California, enfranchised by 
Seller Bros. & Co., San Fran- 
cisco, wholesaler. Keith, 
Dave and Jack Kepler oper- 
ate the store. There are 600 
stores in the national PRO 
group. 


Galveston, Texas—E. J. 
Chalmers has purchased the 


W. F. Lobenstein Hardware 
& General Merchandise Store 
at 1905 Market St. Mr. 
Chalmers is operating the 
store as CHALMERS HARD- 
WARE & SUPPLY. 


Lawrence, Kans. — Henry 
Goss of Topeka has bought 
VERNON HARDWARE from E. 
G. Vernon, owner and op- 
erator for the past 27 years. 
Mr. Goss has been calling on 
the store as sales representa- 
tive for a wholesale hard- 
ware firm in Atchison for 20 
years. 


(Continued on page 191) 





Wright & Wilhelmy Co. 
Elects Board Member 


Loyal B. Beavers, assistant 
secretary and assistant sales 


LOYAL B. BEAVERS 


manager, has been elected to 
the board of directors of 
Wright & Wilhelmy Co., 
Omaha Neb. Wholesaler. 
Mr. Beavers has been with 
the firm 25 years and has 
worked in most departments. 


Hardware Golf Group 
Celebrates 25th Year 


The Eastern Hardware 
Golf Assn. will mark its 
twenty-fifth aniversary May 
16-18 at Shawnee - on - the- 
Delaware, Penna. 

Events on May 16 include 
qualifying rounds, a recep- 


tion for new members and 
a banquet. Matched plays 
are scheduled May 17 and 
18, with special events for 
new golfers. A show will be 
directed by the club’s pro- 
fessional golfer on May 18. 
New officers for 1960-61 will 
be introduced at the closing 
banquet and prizes will be 
awarded. 

Program for the May 
meeting is being arranged by 
Russell Hoehl, anniversary 
committee; W. W. Conde, 
golf; Alex R. Walsh, enter- 
tainment; E. C. Laird, 
prizes; and H. L. Gilliam, 
secretary-treasurer. 





ROBERT A. HAW 


Robert Haw Is Elected 
Head of Haw Hardware 


Robert A. Haw has been 
elected president of Haw 
Hardware Co., Ottumwa, 
Iowa, wholesaler. 


Mr. Haw was vice-presi- 
dent. He succeeds the late 
Edwin A. Haw (HA, Dec. 
31, p. 130.) 


Stockholders also elected 
other officers, men who have 
been with the company. They 


president, and Arlo E. An- 
derson, secretary and assis- 
tant to the president. Mr. 
Haw, also, was elected trea- 
surer. 

These officers, along with 
two other company men, 
Paul Mirgon and Rex Bat- 
terson, were elected to the 
board. 

Mr. Haw was graduated 
from Iowa State College, af- 
ter serving in the armed 
forces. Then he was with 
Equitable Life Insurance Co. 
of Iowa, in Des Moines. He 
returned to Ottumwa in 
June, 1956, to join Haw 
Hardware staff. 


Warner Elects White 


Edward White has been 
elected a director of the War- 
ner Hardware Co., Minneap- 
olis. Mr. White joined the 
firm in 1950 as a sales 
trainee. He was elected vice- 
president of marketing in 
1959. 





Remodeled Convention Hall Ready for Record 
Sammer Housewares Shou; Winter ShowtoMove 


The 33rd NHMA National 
Housewares Exhibit, July 
11-15, at Atlantic City, and 
the Jan. 16-20 exhibit at 
Chicago will be bigger and 
better in many ways. 

The summer show will 
again be held in Atlantic 


City’s Convention Hall, but 
it will be a vastly different 
hall. A $3.5 million renova- 
tion is nearing completion. 
These renovations include 
a modern front and foyer, 
more booths (1250), escala- 
(Continued on page 191) 


New Exposition Hall at Chicago, site of January 196! Housewares 
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Gene Smith, Jr., Is 
Named Vice-President 


W. E. Smith, Jr., was 


elected a vice-president of 


W. E. SMITH, JR. 


Oklahoma Hardware Co., 
hardware wholesaler at 
Oklahoma City, at the stock- 
holder’s meeting. Mr. Smith 
is director of sales. 


Syndicate Acquires 
Hand Hardware Stock 


A syndicate headed by G. 
Wright Bugher, Princeton, 
N. J., has acquired all of the 
outstanding stock and assets 


of the Hand Hardware Co., 
Elizabeth, N. J. industrial 
supply distributor. 

Mr. Bugher has been 
elected president under the 
reorganization. Yale Hoff- 
man, a newly-elected direc- 
tor, is now sales manager. 
E. R. Blancke, Jr. continues 
as a director and vice-presi- 
dent of operations. E. J. 
Grant is treasurer and a 
director. E. R. Blancke, Sr. 
is retiring as president. 


Jacobsen Purchases 
Larger Racine Plant 


Jacobsen Mfg. Co., Racine, 
Wis., has purchased a por- 
tion of the Racine facilities 
of Massey-Ferguson Inc. 

Jacobsen will take over the 
400,000 sq ft plant late this 
summer or early fall. The 
present 180,000 sq ft plant 
at 747 Washington Ave. will 
be vacated. This purchase 
does not include the Massey- 
Ferguson North American 
Parts Division facilities ad- 
jacent to the property pur- 
chased. 





Drug Chain Buys Ernst Hardware in Seattle; 
$200,000 For Modernizing Downtown Store 


Ernst Hardware in Seattle 
has a new owner. 


This 55-year-old hardware 
firm is now owned by Pay’n 
Save Drugs, Inc. 

Ernst Hardware will be 
operated as a separate divi- 
sion. Immediate plans are to 
spend about $200,000 for 
store modernization. 


M. L. Bean, board chair- 
man of Pay’n Save, becomes 
general manager of Ernst 
Hardware. Mr. Bean told 
Seattle folks the hardware 
store will continue “to offer 
the same fine quality mer- 
chandise and excellent ser- 
vice to which customers have 
become accustomed.” 


Mr. Bean has been a Se- 


attle business man for 20 
years. He is board chairman 
of Tradewell Stores and of 
Seattle Sporting Goods, Inc. 

Ernst Hardware has nine 
stores in greater Seattle. 
This includes the large down- 
town store where the firm 
had its offices. This store is 
to be modernized with a new 
front, and more selling space 
in the basement and upper 
floors. This store has many 
hardware and housewares 
departments, and is one of 
the largest retail hardware 
stores in the country. 

Fred A. Ernst, one of the 
founders, is retiring from 
business. Mr. and Mrs. Ernst 
will take a vacation, then re- 
turn to Seattle. 


New Owners To Operate J. M. Warren & Co. 
With Old Name, Expanding Staff, Territory 


J. M. Warren & Co., 151- 
year-old hardware whole- 
saler in Troy, N. Y., has 
been sold to Herbert A. Post, 
Ine., of New York City. 

The Warren firm will con- 
tinue under its present name, 
with its territory and per- 
sonnel expanded. 

The Post company is a 65- 
year-old firm, distributor of 
packaging and shipping ma- 
terials, and owner of a fire 
protection manufacturing 
company. The Post com- 
pany has been looking for 
investments, to expand its 
business, and was interested 
in upper New York state 
companies. 

Ralph H. Foulds becomes 
vice-president and general 
manager of the Warren com- 
pany. Mr. Foulds is assistant 


secretary and assistant trea- 
surer of the Post organiza- 
tion. 

Officials of the former 
Warren organization who 
continue under the new own- 
ership, and their titles, are: 
Frank J. Weber, vice-presi- 
dent and treasurer; David 
W. Houston, III, vice-presi- 
dent; Thomas K. Nicholson, 
assistant vice-president, as- 
sistant treasurer, assistant 
secretary. 

All employees are re- 
tained. 

The Warren company has 
been wholesaling hardware 
and housewares, and han- 
dling industrial supplies, in 
northern New York state 
south to Poughkeepsie, and 
in Vermont, Massachusetts, 
and Connecticut. 





Three Wholesale Firms 
Plan Joint Exposition 


Three wholesale firms 
from Lancaster, Pa. are 
planning a joint Hardware 
Exposition for retail dealers 
and key personnel in the 
Guernsey Sales Pavilion in 
Lancaster County Sept. 20- 
22. 


Sponsors of the show are 
Herr & Co., Reilly Bros. & 
Raub, and Steinman Hard- 
ware Co. 


Special features of this 
show include $600 worth of 
U. S. bonds for door prizes, 
free suppers for show visi- 
tors and exhibitors, and free 
bus service for dealers in 
outlying areas. 


The Exposition Committee 
includes John H. Stauffer, 
Christian R. Herr, Paul 
Herr, Ed Weber and How- 
ard W. Litzenberger from 
Herr & Co.; Richard H. 
Barr, Henry C. Hopkins, 
John Kline, H. K. Lutz and 
E. S. Shenk from Reilly 
Bros. & Raub; and J. Robert 


Moore, Frederick Shand, 
Raymond Herr, John Wil- 
son, Robert Waddell and 
Harry Herr from Steinman 
Hardware Co. 


McKinney Names Roach 
Field Sales Manager 


William P. Roach, Jr., has 
been appointed to the newly- 
created position of field sales 
manager for McKinney Mfg. 
Co., Pittsburgh. 

Mr. Roach was eastern re- 
gional sales manager in 
charge of sales in the east- 
ern seaboard states from 
Maine to Louisiana. He 
joined McKinney in 1954 and 
took over sales activities in 
the north central states. 


GE Names Albert Brun 


Albert F. Brun has been 
appointed manager of re- 
placement lamp sales in the 
miniature lamp department 
of General Electric Co., 
Cleveland. 
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Beck & Gregg Advances Five Company Men: 
1 Is Elected Vice-President, 4 To Board 


Beck & Gregg Hardware 
Co., Atlanta wholesaler, has 
elected a new vice-president, 
and added four company 
men to its board. 

H. Wayne Pinson was 
elected a vice-president. He 
directs the company’s special 
industrial supply salesmen, 
and supervises the industrial 
and plumbing supply depart- 
ments, and is a director. 

The four men elected di- 
rectors are: 

Frank Burton, Sr., who 
directs all special builders’ 


FRANK BURTON, SR. 


HOWARD GRAVES 


hardware salesmen and the 
builders’ hardware depart- 
ment. 

Howard Graves who di- 
rects the major appliance, 
furniture, and traffic appli- 
ance departments. Mr. 
Graves also was appointed 
assistant general sales man- 
ager. 


H. WAYNE PINSON 


GEORGE P. 


HOPKINS 


JAMES C. KEEN 


George P. Hopkins who is 
director of merchandise han- 
dling and general warehouse 
manager. 

James C. Keen who is 
manager of the implement, 
cooking, heating and wire 
products departments, and 
who directs the company’s 
long haul trucking opera- 
tions. 





Paint Show Planned 


The paint and wallpaper 
industry’s fourth annual 
Merchandising Conference 
and Trade Show is scheduled 
for April 2-3 in the New 
York Trade Show Build- 
ing and Hotel New Yorker, 


New York. The show is spon- 
sored by the Paint & Wall- 
paper Dealers Assn. of 
Greater New York. Features 
of the program will be a dis- 
play of new products and 
services, and workshop ses- 
sions. Prizes will be given. 
Admission is free. 
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News of the Trade 


Sheet Metal Group 
Names Four Chairmen 


Chairmen have been se- 
lected for the four business 
clinics that will be conducted 
at the spring convention - 
the National Assn. of St: 
Metal Distributors Apy. 

22 in Columbus, Ohio. 


They are W. O. Schoed- 
inger, A. M. Roberson, Leo 
J. O’Connor and A. B. Lewis, 
Jr. These chairmen will 
move from group to group 
leading discussions on their 
particular subject and sub- 
topics. 

John M. Vorys, former 
Ohio congressman, will speak 
on “The Businessman’s Place 
in Politics” at the Apr. 21 
afternoon session. 


W. L. Sandston, super- 
visor of economic research 
for Armco Steel Corp., will 
discuss business conditions, 
trends and the steel picture 
at the opening session. 


JOHN 8S. MILLER 


Ox Fibre Names Miller 
To New Sales Position 


John §S. Miller has been 
appointed assistant sales 
manager of Ox Fibre Brush 
Co., Frederick, Md. 


Mr. Miller, former spe- 
cialty sales manager, has 
been with the firm since 
1941. He succeeds George P. 
Schick, who has organized a 
manufacturers’ agency. 





Arkansas Dealers Name Bufkin President 


The Arkansas Retail Hardware Assn. elected Charles Bufkin, Eudora 
Hardware & Furniture Co., Eudora, president at its annual conven- 
tion in Little Rock, Feb. 14-15. Officers in the photo, left to right, 
are: Joe Miller, Nath Miller Hardware Co., Harrison, first vice- 
president; John Coker, Coker Hardware Co., second vice-president, 
and Mr. Bufkin. New directors are H. F. Johnson, Murphy & Kin- 
cannon Hardware Co., Caraway; F. J. Kocourex, Kocourex & Son 
Hardware Co., Hazen; J. M. McCutchen, McCutchen Hardware 
Co., Marianna; C. C. Short, Short Store, Salem. Holdover directors 
are W. H. Bradford, W. H. Bradford Hardware & Furniture Co., Fort 
Smith; Thomas Bridgeman, Mineral Springs Hardware & Furniture 
Co., Mineral Springs; Harold Ford, Albert Pike Supply Co., Hot 
Springs; Pete Gregory, Gregory Hardware Co., Paragould; Howard 
Groves. Southern Hardware Co., Magnolia; Martin Hankins, 
C. W. Hankins & Son, Warren; Ed Irwin, Heber Springs Hardware 
& Furniture Co., Heber Springs; Victor Kordsmeier, Kordsmeier 
Furniture Co., Morrilton; Frank McKinney, Hodges-McKinney Co.., 
Siloam Springs; Pete Rudolph, Rudolph & Co., Gurdon. W. F. Schall- 
horn, Jr., retiring president, is board chairman. Tom R. Pinckney will 
continue as executive secretary. 








LePage's Div. Is Sold 
To Papercraft Corp. 


Papercraft Corp., Pitts- 
burgh, has purchased the 
LePage’s Division from 
Johnson & Johnson. This 
was a cash transaction, the 
amount not disclosed. 

The purchase is part of a 
long range expansion pro- 
gram of Papercraft, gift 
wrapping manufacturer. Le- 
Page’s makes adhesives and 
cellophane tape for office 
and home uses. 

Papercraft announced the 
combined facilities make the 
company one of the largest 
producers of pressure sensi- 
tive tape. 


Wallace Silversmiths 
Promotes Henry Alien 


Henry S. Allen has been 
appointed director of sales 
for the retail division and for 
the Puritan fireplace furnish- 
ings division of Wallace Sil- 
versmiths, Inc., Wallingford, 


HENRY 8S. ALLEN 


—News of the Trade 


Conn. Two other sales execu- 
tives were also promoted. 

Mr. Allen joined Wallace 
in 1947 and became assistant 
sales manager of the whole- 
sale division in 1955 and 
field sales manager in 1957. 
He was appointed sales 
manager of the Puritan di- 
vision in 1958. 

J. Gordon Graning suc- 
ceeds Mr. Allen. Mr. Gran- 
ing was on the sales force 
from 1950 to 1958 when he 
became assistant general 
sales manager of the retail 
division. 

Edward F. Blanchard has 
been appointed assistant gen- 
eral sales manager of the re- 
tail division. He joined the 
firm 10 years ago and has 
been a retail salesman in 
southwest and Middle West 
sales territories. 


Ekco Appoints Masny 


Myron M. Masny, veteran 
housewares merchandiser, 
has joined Ekco Products 
Co., Chicago, as a _ product 
coordinator in the house- 
wares division merchandising 
department. He was divi- 
sional merchandise manager 
for Continental! Products Inc. 


Pump Company Renamed 


Cincinnati Pump & Mfg. 
Co., Cincinnati, has changed 
its name to General Chain & 
Mfg. Corp. The change was 
made because 80 percent of 
the firm’s production now is 
concentrated on welded and 
weldless chain. 





McKinney Opens New West Coast Warehouse 


Three guests and their host are shown at a 
house recently at McKinney Mfg. 


sales office, 560 Ninth St., 
sq ft of warehouse space. 
ington, 


San Francisco. 
McKinney accounts in California, Wash- 
Oregon, Arizona, Nevada, 


"Box-Car-Party" open 
Co.'s new west coast regional 
Facilities include 7,500 


Utah, Montana, Alaska, and 


Hawaii will be served from this office. Left to right: K. B. Jacobsen, 


California Retail Hardware Assn.; 


V. E. Garehime, Garehime Corp.. 
San Francisco; Fred Seville, Work Lumber Co., 


Van Housen, McKinney west coast regional sales manager. 


Monterey; and Clark 
More 


than 125 Bay Area customers and friends toured the new facilities. 





i~sAh 
/ AMBRISR: 


TEAM FOR 
IMPULSE SALES! 


12 fast selling “stars” from America’s 
greatest line of quality tools... 


Watch the extra sales that these colorful displays bring 

. Quality tools featured at a low 99c retail price for any 
item in this attractive eye-catching display. Practically 
every family needs one or more of these 12 most popular 
tools. Every tool is quality made at our own plant in 
Mineola, New York by expert craftsmen. Tool-up for extra 
profits with Great Neck by calling your wholesaler today. 


ALL-AMERICAN 
ASSORTMENT 
NO. AA-36. 36 
pieces — your 





ALL-AMERICAN ASSORT- 
MENT NO. AA-72. 72 
pieces — your cost 


BETTER THAN 54% ON COST! 


GREAT NECK TOOLS ARE NATIONALLY ADVERTISED 


GREAT NECK 


SAW MANUFACTURERS, INC 


Want more coat Circle 229, Pp. 127 
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A dealer from Tacoma, Wash., reporis on Du Pont’s new spinning line: 





says Bob Crislip, 
Metropolitan Park District Boat Co., 
Point Defiance, Tacoma, Wash. 


“T’ve seen all kinds of fishing equip- 
ment, but I’ve never seen anything move 
as quickly as STREN. I’m convinced 
it’s because fishermen find it performs 
better than any other line they’ve ever 
used. And I couldn’t be more pleased 
with the way it’s selling.”’ 








Want more facts? Circle 230, p. 
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~ hottest line | handle! 


The great family of STREN products is the most profita- 
ble one you can handle, because the premium perform- 
ance of STREN commands premium prices, which mean 
premium profits for you. And fishermen have already 
proved they’ll pay a little more for the best. 


Eye-catching 
new rack 
available 


This attractive display rack 

is available to you free 

through your jobber. Size 

14”’x 15’’x 5”. It’s designed 

to hold any six-dozen assort- 

ment of the knotless tapered 

leader or the level-leader pack or a combination of both. 
This colorful, all-metal, eye-catching rack works hard 
not only at the point of purchase, but also as a tie-in 
with Du Pont’s strong consumer advertising campaign. 
Why not get the details from your jobber now on his 
offer of this free counter display? 

If you don’t already have a full stock of STREN prod- 
ucts, you’re missing premium profits. STREN monofila- 
ment spinning line comes in 100-yard spools, single, two 
or six spools connected, in pound tests from 2 to 30. 
STREN knotless tapered leaders come in 9- and 7 '4-foot 
lengths and in a range of tippet sizes. STREN level leader 
is available in pound tests from 2 to 30, and in lengths 
from 8 to 20 yards. So order a supply of STREN products 
from your jobber or the representative of your author- 
ized agent today (see list)—and get the free display rack 
with your purchase of leaders. 

A new 14-minute, 16-mm, color-sound movie entitled 


REG. U.S. PAT. OFF 
BETTER THINGS FOR BETTER LIVING 
... HROUGH CHEMISTRY 


*‘Hook, Line and What Knot?” is now available to you 
for showing to outdoor clubs, civic groups, service clubs, 
etc. Included in this instructive film are the vital points 
of tying knots with spinning line. If you would like to 
borrow the film (the only cost is the return postage), 
send your request, specifying when you want it, to: E. I. 
du Pont de Nemours & Co. (Inc.), Dept. P-324, Room 
2507S, Nemours Bldg., Wilmington 98, Delaware. 





STREN is distributed 


by these authorized agents... 
Cortland Line Company, Inc. 
67 East Court Street, Cortland, New York 


Glen L. Evans, Inc. 
P. O. Box 691, Caldwell, Idaho 


Les Davis Fishing Tackle Co. 
1565 Center Street, Tacoma 2, Washington 


Newton Line Company 
South Main Street, Homer, New York 


Sunset Line & Twine Company 
Petaluma, California, and Florence, Alabama 


The Weber Tackle Company 
113 West Ellis Street, Stevens Point, Wisconsin 
The Woodstock Line Company 
144 Providence Street, Putnam, Connecticut 
Mason Tackle Company 

Route M-15, Otisville, Michigan 

Wright & McGill Company 
1463 York Street, Denver 6, Colorado 


Ashaway Line & Twine Mfg. Co. 
Ashaway, Rhode Island 











Stren’ 


SPINNING LINE & LEADERS 


The greatest advance in spinning line since spin fishing began! 


Want more facts? Circle 230, p. 127 
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Mountain States Dealers Elect R. J. Boggs 


wei Px be ccs on i* 


R. J. Boggs, Hallam & Boggs, Grand Junction, Colo., was elected 
president of the Mountain States Hardware & Implement Association 
at its annual convention in Denver Jan. 26-28. Paul Marsolek, Mar- 
soleks, Denver, was elected first vice-president, and Ray M. Moreland, 
Moreland Implement, Ordway, Colo., second vice-president. Officers 
and directors seated, left to right, are: Tom Fay, Tom Fay Imple- 
ment Co., Greeley, Colo., holdover director; Fred Siebott, Siebott 
Hardware, Craig, Colo., retiring president on advisory board; Mr. 
Marsolek; President Boggs; Mr. Moreland; William Ender, Gunnison, 
Colo., past director; and Wm. A. Davis, Davis Implement Co., Good- 
land, Kan., advisory board. Standing, left to right, are: Fred Kroe- 
ger, Jr., Farmers Supply Co., Durango, Colo., advisory board; James 
F. Ellis, Ellis & Capp, Greeley, Colo., NRFEA director; Tom Ambler, 
Tamco Dist. Co., Burlington, Colo. holdover director; John D. Pearce, 
Englewood Hardware, Englewood, Colo., holdover director; F. R. 
Stansbury, Stansbury Ghent, Fort Collins, Colo., new director; and 
F. W. Reich, Boulder, Colo., secretary-treasurer. 





Consolidated Tool 
Elects Greenfield 


president of marketing at 
Pendleton Tool. Mr. Green- 
field joined the firm 16 years 


News of the Trade 





Schwartz Heads New 
Proctor-Silex Corp. 


Walter M. Schwartz, Jr. 
has been elected president of 
the Proctor-Silex Corp., fol- 


P. KAY SCHWARTZ 


WALTER M. SCHWARTZ, JR. 


lowing the merger of the 
Proctor Electric Co., Phila- 
delphia, and Silex Co., Chi- 
cago. 

Mr. Schwartz had been 
president of the Proctor firm 
since 1939. 

P. Kay Schwartz was 


elected vice-president of the STANLEY M. FORD 


Louis Greenfield has been 
elected president and a 
board member of Consoli- 


LOUIS GREENFIELD 


HENRY J. ZELLWEGER 
dated Tool Co., Subsidiary of 
Pendleton Tool Industries, 
Inc. 

Mr. 
tinue as administrative as- 
sistant to the senior vice- 


Greenfield will con- 


ago and served as assistant 
sales manager and then sales 
manager of the Proto Tool 
Co., a division of Pendleton. 

In another move, Consoli- 
dated elected Henry J. Zell- 
weger vice-president of sales. 
Mr. Zellweger joined Proto’s 
advertising department in 
1954 and became merchan- 
lising director for Pendleton 
in 1959. 


Ekco Acquires Assets 
Of Engineered Nylon 


Ekeo Products Co., Chi- 
cago, has purchased the busi- 
ness and assets of Engi- 
neered Nylon Products Inc., 
Elkhart, Ind. 


The newly-acquired com- 
pany will be operated as part 
of Ekco’s housewares divi- 
sion. It will remain at its 
present location with the 
same operating personnel. 


Landers Names Mintz 
President's Assistant 


Seymour Mintz, former 
president of Baum Corp., 
has joined Landers, Frary 
and Clark as assistant to 
the president. 

He will be responsible for 
developing the merchandis- 
ing and promotion programs 
for the company’s products. 
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Proctor-Silex Corp. and pres- 
ident of Proctor & Schwartz, 
Inc., a wholly-owned subsidi- 
ary of the new corporation. 

John H. Witmer was 
elected treasurer and Walter 
S. Corson was elected secre- 
tary. 


Stanley M. Ford was 
elected president of the Ap- 
pliance Division of Proctor- 
Silex. He was president of 
the Silex Co. Mr. Ford has 
been chairman of the electric 
housewares section of the 
National Electrical Mfrs. 
Assn. 


C. Roger Turner and Har- 
vey E. Hortman, Jr. were 
elected vice-presidents of the 
Appliance Division. 

The Proctor - Silex Corp. 
product lines consist of elec- 
trical appliances, housewares 
and garden equipment. 


Briggs-Maroney Names 


Peter B. Maroney has been 
appointed sales promotion 
and advertising manager of 
Briggs - Maroney Co., Ever- 
ett, Mass. He joined the com- 
pany two years ago. 





Nebraska Dealers Elect Dick Joy President 


Dick Joy, United Supply, Inc., Lincoln, was elected president of the 


Nebraska Retail Hardware Assn. at its annual convention Feb. 14-16, 
at Lincoln. Dean Callan, Callan Hardware, Odell, was elected first 
vice-president. Don Jones, Jones Hardware, York, was elected second 
vice-president. Frank Capalino, Lincoln, was re-elected secretary- 
treasurer. Directors are James Bourret, Bourret Hardware & Gas 
Co., Kimball, holdover; Dale Hinrichs, Hinrichs & Sons Hardware, 
Bruning, holdover; Robert Perry, Kollmeyer Hardware, Fremont, 
holdover; Fred Laird, Laird Hardware, Omaha, new. Shown here, 
rt to right, are Mr. Capalino, President Joy, Mr. Callan, and Mr. 
ones. 





News of the Trade —— 


James E. White Heads Tennessee Dealers 





New officers elected at the annual convention of the Tennessee 
Retail Hardware Association, Feb. 6-8, are, left to right, James E. 
White, White Hardware Co., Lawrenceburg; Harvey King, Jr., 
Obion Hardware Co., Obion, first vice-president; John T. Roos, 
Fountain City Hardware Co., second vice-president. New directors 
ore Dave Mattox, Mattox Hardware Co., Cookeville; Sam Wilson, 
Wilson Hardware Co., Arlington; Arthur Hicks, Wright Hardware 
Co., Sweetwater. Holdover directors are Charles Steele, Little & 
Steele Hardware Co., Nashville; Wayne L. Hall Jr.. Wayne Hall & 
Sons Hardware, Camden; J. W. Wilburn Jr., Lenoir City. R. J. Parish, 
is secretary-treasurer. 





D. H. Hartmann Gets 
Moto-Mower Positions 


Donald H. Hartmann has 
been elected a director, vice- 
president and general man- 
ager of Moto-Mower, Inc., 
Subsidiary of Dura Corp., 
Richmond, Ind. 

Mr. Hartmann has been 
acting general manager since 
1959. He joined Moto-Mower 
in 1957 as assistant general 
manager and had previously 
been assistant to the presi- 
dent of Dura Corp. for one 


| DONALD H. HARTMANN 
year. 





Haning Elected Tri-State Assn. President 


Fred D. Huning, Huning Mercantile Co., Los Lunas, N. M., was 
elected president of the Tri-State Hardware & Implement Association 
at the annual convention in Amarillo, Texas, Feb. 14-16. J. L. Hook, 
Hook Hardware Co., Texhoma, Oklahoma, was elected vice-president. 
Officers and directors, seated, left to right, are E. C. Armstrong, 
Western Machinery Co., Clovis, N. M., National Farm Equipment 
Director; K. G. Vaughn, Vaughn Co., Tulia, Texas, retiring president 
on advisory board; R. B. Allen, Canyon, Texas, executive director; 
Billy Thompson, Thompson Bros. Hardware, Memphis, Texas, holdover 
director; Mr. Hook; President Huning; Lawrence Merchant, Carlsbad 
Hardware Co., Carlsbad, N. M., holdover director. Standing, left 
to right, are Howard Lane, Lane & Co., Panhandle, Texas, holdover 
director; Morton Gragg, Gragg Hardware Co., Portales, N. M.., 
holdover director; Wallace Reid, Reid Hardware, Monday, Texas, 
holdover director; J. R. Stanley, Stanley Hardware & Supply Co., 
Big Springs, Texas, holdover director; John W. Speck, W. O. Speck 
Machinery Co., Plainview, Texas, new director; Kenneth Cox, Farmer's 
Supply, Lubbock, Texas, advisory board member. 





An important announcement on 


BOFAY Flower Boxes! 


We've REDUCED 
BOFAY prices 
We've ENLARGED the 

BO0FAY line 
Yet you retain 
FULL PROFIT 








e Prices on BO-KAY Fiber- 
glass planters have been re- 
duced. But you will still enjoy 
your full mark-up. 


e Fiberglass Jardinieres, Black 
Iron Planter Stands, Wall 
Brackets and Chain Hangers 
are still big sellers in the BO- 
KAY line. 


FIBERGLASS 
... 18’, 24°, 30", 36” 
Green, White, 
Black, Red 


WE’VE ADDED A NEW LINE 


STYRON 
... 24" and 30’ 
Green, White, 
Black 


e A new economy line of BO-KAY flower boxes 
molded of high-impact styron has been added. 
In two favored sizes, 24’’ and 30” and in three 
popular colors, Green, White and Black. These 
new planters are priced to retail for only $1.85 
and $2.20. 

This year sell the QUALITY line—the line 
that assures customer satisfaction and full profit! 

Order all your planter needs at one time from 
your BO-KAY jobber. If you don’t know his 
name, write us for complete information. 


PLASTIC PRODUCTS 
CORPORATION 


P.O. Box 867 + Cleveland 22, Ohio 


Want more facts? Circle 231, p. 127 


HARDWARE AGE, March 24, 1960 © 187 











Practically 
everyone 
needs 


LIQUID CEMENT 


Whatever a customer comes in for, he 

should go out with a tube of Ambroid. It's a 
‘“must’’ for making and mending things — 
around the house, at the workbench, for sports 
and hobbies. Great ‘impulse item”’ 

when you put it where they see it! 


AMBROID 


E. Weymouth 88 
Mass. 





The adjustable 
“runged" back of 
the ALL-WAY forms 
@ reguiar stepladder; 
can be used on un- 
even surfaces such as 
stairs, or tips upward 
make an 

“extension.” 


PATENTED 


Ro a pret: Pere’ _ srogonomgs mitt —_— : 


Outlast . . . outperform other ladders. 


Write for full information, catalog and prices 
on complete line and other household products. 


HITE METAL ROLLING « STAMPING CORP. 


443 FOURTH AVENUE, NEW YORK 16, N. Y. 
PLANTS: Warsaw, Ind. and Brooklyn, N. Y. 
World's Largest Producers of Magnesium Products 





Want more facts? Circle 233, p. 127 
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_ Hardware Corp., Anaheim, Calif. 
_ customer relations representative to Mississippi and Ala- 
_bama; Paul E. Turner to customer relations representative. 





i 





News of the Trade— 














brief reports of 
MANUFACTURERS’ SALESMEN 


@ Hamilton Cosco, Inc., Columbus, Ind. — Dudley Clower 
from Kansas City, to southern California; Ed Hayworth 
from sales promotional work in St. Louis, to Kansas City 
area; William Hogue from advertising and promotional 
work, to New York state except New York and Chatauqua 
county; Maurice P. Cronin from Revere Brass & Copper 
Co., to New York metropolitan area; and William Pletcher 
from sales promotional work and market research, to 
Minnesota and the Dakotas. 


@ Stanley-Judd Div., Stanley Works, Wallingford, Conn.— 
Robert J. Hamilton, formerly with J. L. Hudson Co., De- 
troit, to Michigan; Raymond F. Griffith, Jr., formerly with 
Griffith Brokerage Co. to Kentucky, Indiana, southern IIli- 
nois and eastern Missouri including St. Louis. 


e@ C. Hager & Sons Hinge Mfg. Co., St. Louis—Donald N. 
Dickerson to upper New York territory for the complete 
line of hinges and miscellaneous builder’s hardware to 
Massachusetts, Rhode Island and Connecticut for the com- 
mercial contract builder’s hardware line. 


@ Berns Air King Corp., Chicago—To newly-created posi- 


_ tions, Al Grossman ‘to western sales manager, Stan Sugar- 
' man to eastern sales manager, and William J. Rosen, gen- 


eral sales manager also to mid-western sales manager. 


@ Kwikset Sales and Service Co., Subsidiary of American 
Dante J. Gallinetti from 


_@ Gale Products Div., Outboard Marine Corp., Galesburg, 


Ill.—Warren Carlson to southern Ohio and Indiana, Ken- 
tucky, western Pennsylvania and West Virginia with head- 
quarters in Columbus, Ohio. 


@ Turner Corp., Sycamore, Ill. — Ralph Griffin, Jr. to 
Georgia and South Carolina in addition to North Carolina 
and Virginia, his former territory, with headquarters in 
Gastonia, N. C. 


@ Weller Electric Corp., Easton, Pa.—Andrew Pappalardo 
to Ohio, western Pennsylvania, western New York, and 
West Virginia; Russel Winkelmann to Michigan, Indiana, 
and western Ohio. 


@ Gibson-Homans Co., Cleveland—George Elliott to sales 
manager of the company’s Conyers, Ga., plant. He will 
cover a five state area. Mr. Elliott recently won the com- 
pany’s Salesman of the Year award. 


@ Hampden Specialty Products Corp., Easthampton, Mass. 
—Maurie Stocks, former housewares and appliance sales 
supervisor, to northern California from headquarters in 
San Francisco. 

Inc., Ill._—Kenneth 


@ Burgess Vibrocrafters, Grayslake, 


_F. Eich from the Midwest district to eastern district sales 


manager. 


@ Clarke Floor Machine Co., Muskegon, Mich.—L. Robert 
ager of the Memphis territory including western Tennessee 
and the western Arkansas area. 


@ Housewares Div., Dennis Mitchell Industries, Philadel- 
phia—John Tarter to sales representative in Texas and 
Oklahoma. 


@ Diamond Expansion Bolt Co., Garwood, N. J.—William 
Maish from Blaisdell Pencil Co. to director of marketing. 


| @ Enterprise Aluminum Co., Massillon, Ohio—James E. 
Taylor to Michigan with headquarters in Livonia, Mich. 








Master Metal Elec‘s 
K. L. Hart to New Post 


Kenneth L. Hart has been 
elected to the newly-created 
office of vice-president of 
marketing at Master Metal 
Products, Inc., Buffalo N. Y. 
Mr. Hart was vice-president 
of the firm. 

He has been active promi- 
nently with national house- 
wares groups. Mr. Hart 
joined the firm 35 years ago. 

K. W. Hart has been ap- 
pointed sales manager of 
Master Metal Products, Inc., 
Buffalo. He has been with 
the firm 14 years in various 
capacities. 


Detecto Names Dowling 
Field Sales Manager 


John F. Dowling has been 
named sales manager of the 
scales and hamper division of 
Detecto Scales, Inc., Brook- 
lyn, N. Y. 

Mr. Dowling was  vice- 
president of Silicone Paper 
Co. of America and has had 
20 years of experience at the 
retail level. 


Oxwall Names Allenson 
As Sales Supervisor 


Milton Allenson has been 
appointed to the newly-cre- 
ated post of national sales 
supervisor with Oxwall Tool 
Co., Ltd., New York. 

Mr. Allenson was sales 
promotion and advertising 


—News of the Trade———— 


manager at Osrow Products 
Co., Glen Cove, N. Y. 


Oxwall Tool Co., Ltd. has 
opened for business at their 
new offices, 401 Park Ave. 
South, New York. Oxwall 
now occupies more than 18,- 
000 square feet of office space 
in New York plus 75,000 
square feet of manufactur- 
ing space in Oxford, N. J. 


Cal-Dak Names Gardner, 
Lansburg to New Posts 


John Gardner has been ap- 
pointed assistant to the na- 
tional sales manager 
Cal-Dak Co. 


of | 
He had been | 


YODER = ‘\ 
Buy CABINET HARDWARE { meskes 
The Best Value and The Consumer's Choice~---~ 


BETTER SELF SELLING DISPLAYS 


CARDED 





DISPLAY BOX DISPLAY KIT 


Increase Sales... Reduce Selling Costs 
BETTER QUALITY 


- 


advertising manager and as- | 


sistant sales manager. 


William Lansburg, former 
sales promotion 
has been promoted to adver- 
tising manager. He will be in 
charge of advertising and 
public relations for Cal-Dak 
and Plas-Tex housewares 
lines. 


Awards to Wholesalers 


Supplee- Biddle-Steltz Co., 
Philadelphia, became a mem- 


ber of Ekco Products Co.’s | 
Club. Membership | 
is based on the purchase of | 


Century 


$100,000 or more merchan- 
dise in one year. 

Cotter & Co., Chicago, has 
been made a member of the 
Foley Touchdown Club for 
1959, for outstanding sales 
performance. 





Oklahoma Hardwaremen Elect Don Peters 


Don A. Peters, Don A. Peters Hardware Co., Oklahoma City, was 
elected president of the Oklahoma Hardware & Implement Associa- 


tion at its convention in Oklahoma City, Feb. 7-9. Byron Dawson, | 
Clinton Implement Co., Clinton, was elected first vice-president and | 
Paul Shean, Shean Hardware, Woodward, was elected second vice- | 


president. Officers and directors seated, left to right, are: Stewart 


Martin, Okmulgee, director; 


George 
House, McAlester, holdover director; Mr. Dawson; President Peters; | 
Herbert Veith, Veith Bros., Kingfisher, holdover director; Mr. Shean. | 
Standing, left to right are: J. Ray Baker, Baker Farm Machinery, | 


Moncrief, Moncrieff Seed 


Mangum, holdover director; Don Evans, Evans Hardware, Ada, hold- 
over director; Wm. B. Ruxlow, Oklahoma City, executive vice-presi- 


dent; Carl Lacy, Lacy Implement Co., Miami, holdover director: | 


W. N. Baptist, Jr., Baptist Hardware, Shawnee, holdover director; 


Alfred Jensen, Jensen's, Fairview, 


holdover director. Not shown is 


James Wilson, Wilson Hardware Co., Claremore, new director. 


manager, | 


KHOBS, PULLS & HINGES IN CROME OR BLACK @ BACK PLATES IN CHROME, BRASS OR COPPER 


New contemporary styles add charm, beauty and new life to natural finish 
woods or painted cabinets in kitchen, hall, family room, etc. 


Extra features in design, utility, finish, material, and workmanship. 
Super tough zinc alloy—die cast—assures strength and durability. 
Full size comfortable grip—standard size screws—perfect threads. 


BETTER PRICE 


Retail Price Provides 30% Saving to Consumer 


MADE IN U.S.A. WRITE FOR CATALOC AND PRICE LIST 


YODER MANUFACTURING COMPAN ¥ 


1623 € t7eh STREET © LITTLE 8A ARKANSAS 
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TAR 


SERVICE SHARES 


FULLY GUARANTEED AS TO QUALITY, FIT, AND FINISH 
Patterns are available for practically all plows, 
listers, middlebreakers in No. 1 soft center or No. 2 
crucible steel of the highest quality obtainable. 
Also, we are now producing a new line of Star 
Blade-T ype Plow Shares—in regular and short pat- 
terns—made from solid steel, rolled to our own 
strict specifications, and automatically heat treated 
for maximum strength and wearing qualities. You’ll 
want complete details now. 


STAR MANUFACTURING COMPANY 


DIVISION OF ILLINOIS IRON & BOLT CO. 
CARPENTERSVILLE, ILLINOIS, U.S.A. (Est. 1873) 


@O6O884A2AAALAA®B®“A~AD 4244466680 
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Indiana Dealers Elect W. Roscoe Stevens 


Officers and directors of the Indiana Retail Hardware Assn. elected 
at the annual convention in Indianapolis, Jan 26-27, left to right, 
are W. Roscoe Stevens, Northside Lumber and Hardware Inc., 
Indianapolis, president; Richard Collins, Lowell Home Supply, Lowell, 
vice-president; Lloyd G. Caley, Geedy-Corey Hardware, — 
ton, holdover director; Robert Quick, Shanklin Hardware Co., Frank- 
fort, holdover director; Don O'Rear, Pentecost & Craft Hardware, 
Terre Haute, holdover director; Wm. O. Scott, J. G. DePrez Co.. 
Shelbyville, retiring president and advisory board member; Joseph 
Adams Jr., Adams & Morrow Inc., Princeton, holdover advisory 
board member; Everett V. Mortiz, Union Hardware Co., Seymour, 
new director. Not shown is W. J. Sheely, Indianapolis, managing 
director. 





partment of the Borden 
Chemical Co., a division of 
the Borden Co. No major 
change in policy or personnel 
is planned other than the ap- 
pointment of a general man- 
ager who will assume full 
control. 


Borden Buys Ink Firm 


The Borden Co. has ac- 
quired Commercial Ink and 
Lacquer Co., Fair Lawn, 
N. J., and Whitehouse, Ohio. 
The new unit will be known 
as the ink and lacquer de- 


News of the Trade 





news in brief of 


MANUFACTURERS AGENTS 


@ Anchor Div., Stratton & Terstegge Co., New Albany, 
Ind.—John Henry Mullins and Clyde Holley, of Mullins and 
Holley, Dallas, were presented with a silver service as 
“Hart Men of the Year” for their outstanding performance 
in representing the Hart line of products in Texas, Louisi- 
ana and Oklahoma. The presentation took place at the com- 
pany’s annual sales meeting in Chicago. 


@ Schlueter Mfg. Co., St. 
Louis — Charles M. Stieg 
from merchandise manager 
for electric housewares, cut- 
lery and major appliances at 
Shapleigh Hardware Co., 
former St. Louis, Mo. whole- 
saler, to Illinois, Indiana and 
Ohio. He had been with 
Shapleigh for about 10 years; 
William Vogt from Illinois, 
Indiana, Ohio and St. Louis, 
Mo. will now cover the St. 
CHARLES M. STIEG Louis territory only. 
@ Briggs-Maroney Co., Everett, Mass.—James J. Mills 
from territorial salesman to the newly-created position of 
northeastern sales manager for New England and New 
York. 


@ American Tack Co., New York—Eastern Pennsylvania, 

Maryland, Delaware and Washington, D. C., to James F. 
Prushankin for the American Tack line and for the Snell- 
Jones line. 





“PROMOTE pm 


PROF! 


with all the 1960 


mirogo 


FINISH 





MODEL 2C-199 f 





All the best in a most com- 
plete line of power mowers 
... steel and aluminum-alloy 
decks, 2 cycle and 4 cycle en- 
gines, 2 HP to 5.5 HP, walk- 
ing types and self-propelled 
rotaries, reels and riders. . . 
blanketing the entire power 
mower field .. . EXCELLO has 
them all! PLUS... traditional 
EXCELLO quality, sales-excit- 
ing appearance and unex- 
celled performance. PLUS. .. 
these dealer extras: QUAN- 
TITY DISCOUNTS, Big Margin 
DEMONSTRATOR DEAL and 
the quick-cash, fast service, 


24° STEEL DECK 


ee | B &S 3 H.P. Engine 








19” CUT 2.2 H.-P. 
STEEL DECK 


ROTARIES 
RIDERS 
REELS 


MODEL 2209 
22° CUT 2.5 H.-P. 


- ALUMINUM — 


18” 19” 21” 
22” 24” 
2 CYCLE & in, he 
4 CYCLE ‘ : 
ENGINES , 4 


ALUMINUM ALLOY 
AND STEEL DECKS 


ROTARY 

















Want more facts? Circle 236, p. 
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¢ MODEL 911-4E 
24” CUT 5.5 H.P. ELECTRIC 


DECK ch == BATTERY 


a 
ae 


— DEALER FINANCE PLAN... 
cr Tl EXCELLO has the line, the 
STARTER 2.5 HP a 

ery promotion and the program 
for PROFIT in ’60. 


WITH 


AND REEL 


‘ 
" 





CALL YOUR DISTRIBUTOR 
OR WRITE TO... 


—— 
COMPANY 


SPRINGFIELD, ILLINOIS 




















News About Dealers: 





(Continued from page 180) 


Nashville, Mich. Gale 
Keihl of KEIHL HARDWARE 
was one of five winners in a 
sales contest sponsored by 
the Siegler Heater Div., 
Siegler Corp., Centralia, III. 
The prize was a 1960 Cadil- 
lac sedan. 


Oklahoma Wholesaler 


Strange Hardware, Ho- 
bart, Okla., won the grand 
door prize of $250 at the re- 
cent dealer show sponsored 
by Oklahoma Hardware Co., 
Oklahoma City, Okla., whole- 


saler. 


Attendance at the show 
was 15 percent above the 
1959 show. 


Plasti-Kote Purchased 


The New England Indus- 
tries, Inc., has acquired all 
outstanding stock of Plasti- 
Kote, Inc., Cleveland manu- 
facturer of aerosol paints. 
Herbert Fine remains presi- 
dent of the Plasti-Kote firm. 


Elias Shapiro becomes execu- 
tive vice-president and Paul 
Shulman continues as trea- 
surer. New officers of the 
company include: L. Kenneth 
Mayer, vice-president; Carl 
J. Schumer, secretary; and 
Alfred A. Adrian, controller. 


Housewares Exhibit 


Set For Record Show 
(Continued from page 180) 


tor service to lower level and 
upper ballroom, and much 
improved ventilation in all 
areas. 


The enlargement to hold 
1250 booths means that the 
summer show will be the 
biggest of all housewares 
shows since NHMA was in- 
corporated in 1938. 

But this record will be 
shattered seven months later 
when the January show 
opens at Chicago’s new Ex- 
position Hall, on the lake 
front within sight of the 
Loop. 

The Exposition Hall is no- 
table for many reasons. It 
will contain all of the exhib- 
its formerly housed at Navy 
Pier and the adjacent Drill 
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Hall, 
booths. 
Also, buyers and exhibi- 
tors will be fed by Hilton 
Hotels Corp. in a 650 - seat 
dining room and a self-ser- 
vice restaurant with an 1800 
an hour capacity. There are 
banquet facilities in the Ex- 


plus another 200 


— 





position Hall for groups to 
5000 persons. 

There is parking for 7500 
ears, and a 400-taxicab de- 
pot. 

A record registration of 
25,000 is expected for this 
show, putting the spotlight 
on housewares. 





ie. ee = 


Northern Wholesale Hosts Convention-Show 


“Out of This World” was the theme of the 38th annual convention 
and merchandise show sponsored by the Northern Wholesale Hard- 
ware Co., Portland, Ore. dealer-owned wholesaler, for its associated 
Home Town Hardware stores. The three-day event attracted more 
than 1,000 dealers, key store personnel and guests from Alaska, 
Washington, Oregon and Idaho. Meetings and clinics dealt with 


hardware retailing subjects. 
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Designed for the dealer who 
wants to sell the best—and 
back it up with service to match 
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Easily replaced NEMA stand- 
ard heavy-duty motors. 


Brass coupling between 


pump and motor has two 


Special Ceramic seat in Rotary 
Seal will withstand aggressive wa- 
ter conditions. 


stainless stee! set screws 
for easy service and posi- 
tive connection. 


Look at one of the pumps you now sell. 
If it does not have all these features, you 
are faced with costly service calls and your 
customers will not get satisfactory pump 
performance. 

And there are other benefits, too— 
easily replaced seals, packaged 30 and 42- 
gallon systems install vertically or hori- 
zontally, and a wide range of pump sizes 
from 4 to 1% HP for installation need. 
How many of these advantages do you get 
in your present line? 

Finally—compare your cost of these 
high quality pumps with the line you now 
sell. You will find you are already paying 
for these features—are you getting them in 
your present pump line? 

When you have compared features .. . 
performance . . . price—we think you will 
agree that Red Jacket has a line of jet 
pumps you can sell and service with con- 
fidence and at a better profit. Write for 
complete details TODAY! 


Dual-Adapter Flange saves 
expensive unions and other 
pipe fittings to save up to 
$10.00 on installation costs. 


High efficiency Injector can be 
installed on pump for shallow 
well pumping or deep in the 
well for deep well operation. 
Single tube injectors for small 
diameter wells available. 


Dynamically balanced 
brass Impellers assure 
quiet operation and full 


rated capacity. Four-Voluted Diffuser as- 


sures highest efficiency; re- 
sists heat, abrasion. 


RED JACKET 
MANUFACTURING CO. 


Davenport, lowa 
W4J-90 
Want more facts? Circle 237, p. 127 
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Brearley Co. Names 
Marth Sales Manager 


David Marth has been 
named sales manager of the 


DAVID MARTH 


Brearley Co., Rockford, III. 
Mr. Marth was assistant 
sales manager. 

He succeeds Philip E. Mc- 
Donald, who now is vice- 
president, sales. 


Dayton Rubber Changes 
Name to Dayco Corp. 


Shareholders of the Day- 
ton Rubber Co., Dayton, 
Ohio, have voted to change 
the corporate name to the 
Dayco Corp. A stock option 
plan limited to five years and 
50,000 shares was also ap- 
proved. 

Three members of the 
board were reelected for 
three-year terms. They are 
C. M. Christie, president; 
H. H. Kahn and B. G. Mc- 
Cloud, Jr. 
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OBITUARIES 


Roger W. Smith 


Roger W. Smith, 84, for- 
mer board chairman of 
Smith-Winchester Co., Jack- 
son, Mich. wholesaler, died 
Feb. 19 in his home. He had 
joined the firm in 1892 and 
was general manager from 
1907 to 1916. He was elected 
president in 1921 and be- 
came board chairman in 
1953. Mr. Smith had been in 
the hardware business more 
than 60 years. 


Charles J. Van Viack 


Charles J. Van Vlack, 65, 
operator of the Van Vlack 
Hardware Store for the last 
seven years, died Jan. 20 in 
Vassar Hospital, Pough- 
keepsie, N. Y. Mr. Van 
Viack had been associated 
with the Johnson Hardware 
Co. and the Van Benschoten 
Hardware Co. before he 
opened his own store. 


John Rauwald 


John Rauwald, 74, manu- 
facturers’ agent, died Feb. 16 
at Saint Mary’s Hospital, 
Milwaukee. 


William T. Eubanks 


William T. Eubanks, re- 
tired salesman for a Dallas 
hardware company, died 


Feb. 3 in a local hospital. He 
retired two years ago after 
36 years with the same firm. 


B. Fred Pennington 


B. Fred Pennington, a 
hardwareman for more than 
30 years, died Feb. 26 in 
Long Beach, Calif. He was 
with the American Whole- 
sale Hardware Co., Long 
Beach, for 10 years. He had 
been vice-president and head 
buyer for Brown-Camp 
Hardware Co. 


Edward !.. Murray 


Edward L. Murray, 52, 
vice-president and a director 
of the Murray Co., Hones- 
dale, Pa., died recently dur- 
ing a vacation in California. 
He had been with the firm 
35 years. 


Stanley F. Wolfrom 


Stanley F. Wolfrom, 55, 
former Spencerport, N. Y., 
hardwareman, died in Lynch- 
burg, Va., recently. 


Will L. Hall 


Will L. Hall, 78, a retired 
sales manager of the Shap- 
leigh Hardware Co., died 
Feb. 6 at Hamilton Medical 
Convalescent Center, St. 
Louis, Mo. 


Laurence L. Kiefer 


Laurence L. Kiefer, 65, ex- 
ecutive vice-president of the 
National Paint, Varnish and 
Lacquer Assn., Washington, 
D. C., died of cancer Mar. 14 
in Doctors Hospital. He 
joined the H. A. Gardner 


LAURENCE L. KIEFER 


Laboratories of the Institute 
of Paint and Varnish Re- 
search in 1926. In 1934 he 
became director of the trade 
sales division of the associa- 
tion and held that post until 
1954 when he was appointed 
assistant to the president. He 
became executive vice-presi- 
dent in 1959. Mr. Kiefer 
served as acting director of 
the National Clean Up-Paint 
Up-Fix Up Bureau for sev- 
eral years. 


Patrick McDevitt 


Patrick McDevitt, 88, a 
former hardware dealer in 
Seaside Heights, N. J., died 
Feb. 18. 





reer: 
Bios 


A dinner for dealer members of the Pro hardware group sponsored by Decatur & Hopkins Co., ended a recent meeting held in Boston. 
Photo shows Pro dealers, executives of the wholesale firm, and other guests. Speaker at the dinner was W. A. Phair, editor of Hardware 
Age: Dealers attending the meeting elected a dealer advisory group consisting of Frank Aldrich, Hoxsie Hardware, Warwick, R. |.; Joseph 
Macara, Land's End Marine Supply, Provincetown, Mass., and Don Taber, Lewis Bros., Lebanon, N. H 
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A report in pictures of events in the trade 


HA Photo Angles 


E. Rabinowe & Co., Inc., Yonkers, N. Y. wholesaler, recently celebrated the completion of an expansion pro- 
gram started last year. An Open House was held for its more than 4000 dealers from New York, New Jersey, 
Connecticut and Massachusetts. The firm now has more than 80,000 sq ft, with railroad facilities for eight 
freight cars on its railroad spur. Merchandise displays, give-aways and a buffet luncheon were features of 
the event. More thon 115 manufacturers had disploys in the warehouse. 


ad ‘is 
a? 


Pecora, Inc., Philadelphia and Garland, Tex., recently concluded its 1960 semi-annual sales convention in Atlantic 
City, N. J. H. Wesley Hibbert, president, noted that Pecora sales had increased 15.6 percent over 1958. Shown 
at the convention first row, left to right are: Laurance Bowen, Jr., executive vice-president; William Graupner, 
Jack Colquhoun, William B. Bullock, board chairman; Mr. Hibbert, William P. Werner, Al Splet, Richard C. 
Engelhardt. Second row: C. A. McGinnis, William Bole, Alfred Guthrie, Boris Pozniak, Glisson Wilson, Horace 
Garton, E. C. Moore, Robert L. Stephenson, Burt Miltenberger, Sven Neilson. Third row: James Fries, John 
Becker, Thomas Remmel, Carl Oster, Walter Strobel, J. R. Crowe, Wayne Waters, Chick Garton, Harper M. 
Tobin Jr., and Shaw Painter. 


A series of sales meetings were held recently by Yale & Towne Mfg. Co. for its regional sales forces in the East. Shown is the metropolitan 
New York sales group that met in Suffern, N. Y. Yale products that will be introduced during 1960 were presented to the group. Similar 
meetings were conducted in other parts of the country for Yale salesmen. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 
(Special Rate) set solid, 
words 
Each additional word 
Allow Seven Words for Keyed Address 
or Your Address 


maximum 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Depf. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


OTE: Samples of merchandise, literature, 
ye a will not be torwarded to box 
number advertisers, unless accompanied by 
sufficient postage for remailing. 


No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stamps. 








REPRESENTATIVES WANTED MM REPRESENTATIVES WANTED fm REPRESENTATIVES WANTED 





HARDWARE SALES 


A well known Manufacturer of Hard 
Goods has territory openings in the 
Pacific Coast and Midwestern areas. 
Men with five to ten years experience in 
calling on Hardware Wholesalers and 
Hardware Retailers and Industrial Sup- 
Ply Houses needed at once. All replies 
will be held in strict confidence. Submit 
complete resume containing personal his- 
tory, previous background and expe- 


rience with present salary requirements 
to 


Box C-10, ¢/e HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








UNUSUAL OPPORTUNITY—AEROSOL PAINT 


Top Notch Sales Agent or 
wanted by competent Aerosol Paint 
Manufacturer. Unusual opportunity in 
this extremely fast growing field of the 
Paint Industry. Personal interview pre- 
ferred. 
Box C-3i, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


Agency 





SALESMEN 
WANTED 


to sell full line Eley ammunition and re- 
lated products direct to dealers. Salary, 
commission and bonus, travel and car 
expenses paid. Experienced selling for 
gun and ammunition jobber preferred. 
Must travel extensively and be able to 
obtain orders from sporting goods, hard- 
ware, automotive, drug and surplus dealers 
as well as being capable of closing busi- 
ness with large volume chain buyers. Terri- 
tories: (1) Eastern New York, Eastern 
Penn., New Jersey, Maryland, Delaware 
and Virginia; (2) Indiana, Western Ohio, 
Kentucky; (3) Louisiana, Arkansas, Miss., 
Tennessee; (4) New England States. 
Write confidentially in detail to: S. E. 
Laszlo, House of Imports, 25 Lafayette 
St., Brooklyn 1, N. Y. 





WANTED 
Manufacturers Representative 


Covering Hardware, Industrial, Plumbing 
trade to work entire state from New York 
City. Complete recognized established line 
of attaching devices, expansion shields, 
anchors, toggle bolts, etc. All shipments 
are made direct to customer from our 
New York City warehouse. Regular com- 
mission basis. Line available immediately. 
Bex C-43, ¢/0 HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











REPRESENTATIVE WANTED 


Exclusive line of Electric Lead Pots and 
Furnaces. Item is non-competitive and is 
used as standard equipment by many 
thousand plumbers. Many other indus- 
tries have use for this item. Write: 


MAURICE FETTERMAN CO 
1170 Broadway, New York |, New York 








Manufacturers Representative 


WELL ESTABLISHED TRADE—NEW 
JERSEY — Direct to Dealer. One of 
America’s oldest lines of Paint Brushes. 
Excellent for man who can prove him- 
self worthy. Commission. Write full 


details. 
Box C-34, ¢/eo HARDWARE AGE 
Chestnut & 56th Sis., Philadelphia 39, Pa. 








REPRESENTATIVES WANTED 


EXCELLENT LINE for sales representa- 
tives calling on the retail trade in hard- 
ware, department, variety and chain stores. 
Item has excellent repeat business! Good 
commissions. Write, giving territory and 
background 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 


WANTED 


Manufacturer's representatives calling on Hardware 
Jobbers and Contract Hardware accounts—to represent 
us for the sale of hydraulic and pneumatic door 
closers in the following territories: 
Arizona—Northern California—-Colorado—Indiana (ex- 
cept Evansville )—-Iowa——K ansas—Missouri—Nebraska 
Nevada—No. Dakota—New Mexico—Soe. Carolina— 
Utah—Wyoming. 


HARDWARE PRODUCTS, INC. 
806-812 N. 6th Street, Reading, Pa. 








WANTED 


N. , ee 8 salesmen to take over estab- 
lished territories on salary, commission 


and expenses. All replies in complete 
confidence. 


JOSEPH A. MARKELL 


Proctor Paint, Yonkers, New York 











WANTED MANFACTURERS' 
REPRESENTATIVES 


Through Southern States. 56 year old 
established Paint and Varnish Manu- 
facturers. Highly respected label. 


Box C-25, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








MANUFACTURER'S REPRESENTATIVE 
WANTED 


Territory open: 11 Western States, Michigan, Ohio, 
Illinois, Indiana, Kentucky, New England and New 
York. Line of power mowers with related lines of 
garden supplies. 
Box C-44, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











ESTABLISHED MANUFACTURER OF 
PLASTIC Garden Hose and Sprinklers, Lawn 
Edgings, Clothesline, Floor Matting, Shelf Lining, 
Drop Cloths, Tarpaulins, Weatherstrip, Storm 
Windows, Polyethylene Garment and Household 
Bags, wants aggressive representatives. Very 
competitive prices and dependable service. Advise 
territories covered; lines carried. Reliance Plastic 
& Chemical Corp., Paterson 26, N. J. 





MINNESOTA MANUFACTURER SEEKS 
REPRESENTATION i 


ION in most territories on 
builders’ harware items. Box C-20. c/o Harp- 
wag Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





SALESMAN with following among hardware 
trade to represent leading plumbing supply job- 
ber. Line tailor-made for hardware trade. Full 
or side line. High commission. We issue cata- 
logs. Territories open—Chambersburg, Pa.; Al- 
toona, Pa.; Rochester, N. Y.; Buffalo, N. Y., and 
Syracuse, N, Y., areas. Give full particulars in 
first letter. Box C-39, c/o Harpware AcE, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 


194 ¢ HARDWARE AGE, March 24, 1960 


WANTED—Established and reliable Manufac- 
turer’s Representative, with related lines, to sell 
first line of Hickory and Ash Tool Handles in 
Arkansas, Illinois, lowa, Kansas, Michigan, Min- 
nesota, Missouri, Nebraska, Oklahoma, Texas, 
Virginia, Wisconsin. Box B-28, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





LONG ESTABLISHED MANUFACTURER 
of competitive line of Electric Cord sets, wiring 
devices and specialties selling to all types of job- 
bers seeks experienced Representative with fol- 
lowing. Write, in confidence, territory covered, 
lines carried, type of accounts called on. Box 
C-40, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





SALESMEN WANTED-—selling chains, de- 
partment stores, hardwares, jobbers, lumber yards, 
etc. Patented ““Topside Gutter Shield’’—Packaged 
in artistic display cartons for the Do-It-Yourself 
market. 10% commission. Territories open— 
Western, Central and Southern States. Knight 
+ meng Company, 4940 Greenfield, Dearborn, 

ichigan. 


REPRESENTATIVE WANTED TO SELL 
DIRECT to large users, retail or jobber level, 
plastic pipe, fittings and clamps, vinyl and mother- 
of-pearl covered closet seats. All types Indus- 
trial hose including hose for automatic washers. 
Box C-30, c/o Harpware, Chestnut & 56th Sts., 
Philadeiphia 39, Pa. 





BUILDERS HARDWARE REPRESENTA. 
TIVE to cover West Va., and Western Penna. 
for nationally known builders hardware manu- 
facturer. Commission basis. opportunity 
for right man. State qualifications in first letter. 
Box C-29, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





MANUFACTURERS REPRESENTATIVES 
we are an aggressive Paint Sundry Manufacturer, 
selling directly to the Paint, Hardware and 
Building Supply Dealers. We manufacture Alum- 
inum Paints, Varnishes and Gym Finishes, Caulk- 
ing Compound and Cartridges, all volume items. 
Many territories still open. Give details, lines 
carried and areas covered. Box B-48, c/o Harp- 
og Ace, Chestnut & 56th Sts., Philadelphia 

> xe 





REPRESENTATIVES WANTED 


MANUFACTURERS’ REPRESENTATIVE 


Wanted te sell Wood Screws, Tapping Screws and 
Stove Bolts. Interested in established man with s 
limited number of hardware lines, calling regularly 
on Wholesale Hardware and Mill Supply Distributors 
in Pennsylvania and New York State. 
Box C-18, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











ACCOUNTS WANTED BUSINESS OPPORTUNITIES 


P. O. RIAL, INC., Buffalo, New York, will 


properly represent any highly rated corporation 

™ d ls made to all 
abrasives, electric 
Many 


good 
ual shat 


selling products of merit. Ap 
hardware outlets. Need lines o 
tools, industrial paints, and cutting tools. 

years of successful experience guarantees 
representation. Your connection will e 

of a well managed branch of your own. erage 
—New York State (except ee area) 
and Northern Penna. Repl; to P Rial, Inc., 


48 Capen Blvd., Buitain ew York. 








ATTENTION, REPS: An established and re- 
liable manufacturer of Automotive items has a 
new unique item for the Hardware field. We 
need manufacturers agents calling on the Hard- 
ware trade. Please state territory covered, etc. 
Send all replies to Box C-33, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MFR.’S AGENTS — Sell 
item! 50-Star Flag 
Flag Corp., Dept. 
Rochester 5, N. Y. 


hottest 
Atlas 
Paul St., 


America’s 
All territories open. 
HA, 418 St. 





REPRESENTATIVES WANTED: Opportu- 
nity with leading flashlight and battery manufac- 
turer. Several excellent territories open includ- 
ing Chicago, Pittsburgh, and Upper New York 
State. Commission basis. Box C-42, c/o Harp- 
wane Ace, Chestnut & 56th Sts., Philadelphia 

~~. * 


ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE 


Interested in lines for the Builders Supply, 
Lumber, Hardware Dealers and allied lines, 
Western Pennsylvania. Have large following. 





Bex C-36, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








ILLINOIS & WISCONSIN 


Experienced manufacturers representative 
selling to hardware wholesalers, contract 
hardware firms and variety jobbers desires 
connection with manufacturer selling to 
such concerns. 
Box C-24, e/e HARDWARE AGE 
Chestnut & 56th Sts., Philadeiphia 39, Pa. 











WANT SALES RESULTS? We get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will ndle two additional lines—only 
highest grade considered. Write Box A-10, c/o 
HarpwarReE AGE, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





NORTHERN CALIFORNIA and NEVADA 
covered by eager agent needing more lines in 
building and hardware specialties and plumbing. 
Call on jobbers, dealers, oontr” s, architects. Pacific 
Coast some lines. Box B-33, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





Sarativds MANUFACTURERS’ REP- 
RESENTATIVE n for. additional Hardware, 
Housewares or Gar en line for Metropolitan New 
York and New Jersey. Concentrated rsistent 
coverage of Hardware, Housewares and Garden 

holesalers, Rack Jobbers, Chains and Cata.og 
houses. Excellent reputation in trade. Box C-12, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





ACCOUNTS WANTED: Salesmen calling on 
Hardware, Electrical, Houseware, Paint and Ra- 
dio departments of large chain department stores 
seeking additional lines or items, imported or do- 
mestic. New York, New Jersey or Pennsylvania 
area, Box C-28, c/o HARDWARE Ace, Chestnut & 
56th Sts., Philadelphia 39, Pa. 





AGGRESSIVE AGENCY COVERING 
WESTERN PENNSYLVANIA, West Virginia 
and Ohio, desires two additional volume lines. 
Excellent references. Box C-41, c/o HarDWareE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURERS’ SALES REPRESEN- 
TATIVE with good following seeks additional line 
with merit, commission basis, to Hardware _— 
Building Material trade in Colorado, Utah, 
Mexico and Wyoming. Box C-32, c/o aabeane 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





ILLINOIS-WISCONSIN — Experienced, Ag- 
gressive Manufacturer’s Representative — Inter- 
ested in_an additional line in Tool, Hardware, 
Garden Supply field. Complete, conscientious cov- 
erage in hardware, garden, chain, and ona | 
field. Box C-27, c/o Harpware Ace, Chestnut 
56th Sts., Philadelphia 39, Pa. 


HELP WANTED 


PAINT BRUSH MANUFACTURER—Home- 
owner or Syndicate Grade, excellent reputation, 
sold exclusively to jobbers and chains, many 
lucrative territories o a accounts 
and leads furnished. — c/o HaRDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 





WHOLESALE AND RETAIL BUILDERS’ 
HARDWARE FIRM well established, located in 
downtown Manhattan, New York. Needs several 
experienced inside men for sales, phone orders, 
pe feet etc. Highest salaries plus advancement. 
Reply stating age, qualifications, experience and 
salary desired. Box B-47, c/o Harpware Acz, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


BUSINESS OPPORTUNITIES 


SPECIALTY JOBBERS 


Looking for an additional lucrative line? 
Tie in with Sharon’s expanding market on 
our Refillable Assortments. $2,000.00 in- 
vestment sets you up with a complete in- 
ventory and exclusive franchise with our 
full support and cooperation. 


SHARON BOLT & SCREW CO., INC. 
Endicott St., Norwood, Mass. 








PENNSYLVANIA 
Hardware, Paint and Stationary Store. Established 
113 years. To be sold for the inventory cost of 
$75,000. Substantial tax loss to carry forward. 1959 
Gross, $125,000. Real Estate also with 9,000 sq. ft. 
lst floor. With full vasement for storage. About 


seller. 
Box C-35, ¢/eo HARDWARE AGE 


Chestnut & 56th Sts.. Philadelphia 39, Pa. | 


BUSINESS OPPORTUNITIES—STATE OF 
FLORIDA—MIAMI. Industrie! land for lease. 
Will build to suit. Zoned I.V. 3—Heavy indus- 
try. Close to new expressway. West Miami Feed 
Store, Inc., 1025 S. W. 67th Avenue, Miami 44, 











WANTED: MANUFACTURER AND DIS- 
TRIBUTOR of bathroom accessories (metal or 
plastic) for novel repeat sale women’s item. 
Completely new. Must aggressive company and 
willing to take on a new product. Address Box 
1456, Union, N. J., Morris Station. 





RETAIL STORE, HARDWARE, Paints, Ap- 
pliances, Bottle Gas. Good clean invento ap- 
proximately $15,000. Building may be purchased 
or rented from present owner. Locat in rich 
farming community North Central Illinois. Box 
C-37, c/o Harpware Ace, Chestnut & 56th Sts., 
Philadelphia 39, Pa. 





Wanted To Buy 


MANUFACTURING BUSINESS 
WITH PRODUCTS HAVING 
GOOD POTENTIAL 


Prominent Manufacturer with 
National sales organization sell- 
ing hardware . .. houseware job- 
bers and chain stores, desires to 
diversify and expand operation 
by acquiring small to medium- 
size company in allied field. Will 
invest any amount up to middle 
six figures. Will also consider 
individual products, tooling, in- 
ventory, etc., if items have 
proven sales. Address all replies 
in strict confidence to: 


PRESIDENT—B. M. CO. 
BOX 71, EAST ROCHESTER, N 








WE WANT TO BUY JOB LOTS 
OF GARDEN HOSE AND HAND 
TOOLS. SUBMIT SAMPLES & 
PRICES. 

KEN LAST & COMPANY 


630 N. W. 71st Street, Miami, Florida 
Phone—Plaza 4-5478 











FOR SALE — ESTABLISHED RETAIL 
HARDWARE Store for over 60 years. Paints, 
Housewares, general merchandise and Mobil gaso- 
line. Volume $80,000. Beautiful seven-room 
apartment over store. In town of 1000. No hard 
ware competition. Selling because ef age and il! 
health. henomenal buy at $21,000. Address 
owner: Paul E. Hopkins, Cabot, Vermont. 





FOR SALE—Retail Hardware Business— New 
Modern Store Built in ty eT ee located— 
Latest in Fixtures—$35,000.00 mint, to ye 
cated in Southern Part of Delaware—Real o oad 
tunity for right person—Reason for selling: ther 
business. Box C-38, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





BELIEVE IT OR NOT! For less than $.05 
each, you can buy as few as three dozen key 
blanks beautifully embossed with your name and 
address in permanent raised letters. Write for 
free bulletin #858. HAZLETON CHAIN CO. 
(manufacturers of key blanks and sash chain), $1 
Kemble St., Roxbury 19, Mass. 


POSITIONS WANTED ; 


HARDWARE La ing a well 
qualified in Wholesale Jobber Sales seeks associa- 
tion as Manufacturer Representative calling on 
Retail Hardware, Lumber Co., . Stores, 
Variety Stores, etc., in central and Southern IIli- 
nois. Age 35. 15 years’ yy eel selling. For- 
mer employer discontinued busi Box B-36, 
c/o Harpware Ace, Chestnut & "56th Sts., Phila- 
delphia 39, Pa. 


Don t miss the BUYING CHECK LIST on page 114 
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“A 
GRAPHITE 


205 Graphite has never been 

improved on for forming a protective, 
lubricating, low friction film impervious 
to heat, cold and moisture. Penetrates 
smallest cracks ... wears in... not out! 


Case lots of 1 and 5 pound packages: 
25 pound drums. Prices and 
information on request. Ask your 
wholesaler or write us today. 


Wholesalers’ inquiries invited. 
THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION, SAGINAW 9, MICHIGAN 
Want more facts? Circle 238, p. 127 





e Fully Bright Plated 
e Extends to 9%” 


e Trucks mounted on 
Live Rubber Cushions 


Check this low priced nation-wide promotion ball bearing 
skate. One of a complete line of sidewalk roller skates, from 
beginners’ WHIZZER to deluxe Speed King SILENT EIGHT. 
Distributed through hardware and toy jobbers from coast to coast 





In Canada: Dayton Bait Reg., 


has it 


Furnished 


DAYTON BAIT 
AND MARINE 
PRODUCTS COMPANY 


2701S. Dixie Dr, 
Dayton 9, Ohio 


11580 Poincare Street, Montreal 12, Quebec 


Want more facts? Circle 240, p. 127 
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Index to Advertisers 





THE ADVERTISERS INDEX is published as a convenience and 

not as a part of the advertising contract. Every care is 

taken to index correctly. No allowance will be made for 
errors or failure to insert. 


A 


Adjusta-Post Mfg. Co. 
Allen Mfg. Co., W. D. 


Aluminum Co. of America 

Market Makers Program .... 
Ambroid Co., Inc. 
American Chain Div. 

American Chain & Cable Co... 6 


American Cyanamid Co. 
Agricultural Div.-Malathion 


American Edelstaal, Inc. 


American Machine & Foundry Co. 
Wheel Goods Div. 


American Thermos Products Co... 50 
PI, ea dks sects 3, 145 
Anchor Hocking Glass Corp. 11/0-i1! 
Animal Trap Co. of America ... 156 
Arbogast Co., Inc. Fred 120 
Arrow Metal Products Co. 171 
Arvin Industries, Inc. 66 
Atkins Saw Div. 

Borg Warner Corp. 199 


Autoyre Div. 
Ekco Products Co. .. me -113 


178-179 


B 
SE” Ee ener 
Bethlehem Steel Co. 
Bevco Precision Mfg. Co. 
Borden Chemical Co. 
A Div. of The Borden Co. 


Borg Warner Corp. 
Atkins Saw Div. 


Brown, Inc 


Cc 


Cleveland Mills Co. 


Columbia-Southern Chemical 
Corp. Sub. of Pittsburgh Plate 
Glass Co. 


Columbian Rope Co. 

Columbus Plastic Products, 

Consolidated Chemical & Paint 
Mfg. Co. 


D 
Daisy Mfg. Co. 
Da a Bait & Marine Products 
196, 


fee Corp.., 
Dearborn Stove Co. 





Delta Electric Co. 
Denison-Johnson Corp. 
Detecto Scales, Inc. 
Devcon Corp. 
DeWitt Products eal 
Diamond Wire & Cable Co. 
Draper-Maynard Co. ............ 
Drop-Lite Electric Mfg. Corp.... 167 
DuPont de Nemours & Co., Inc., 
E. |. No. 7 Specialties Div. ...24-25 
a ty de Nemours & Co., Inc. 
Industrial and Biochemical 
Ses. 
—~ de Nemours & Gs: ie 
E. |., Trade Sales Paints........ 154 
Pi de Nemours & Co., In 
E. |. Polychemicals—' Stren" ie. 185 
DuPont de Nemours & Co., Inc., 
E. |. a sencite i 


Edwards Co., Inc. .. PRIETO 


Ekco Products Co. 
Autoyre Div. 


Eppinger Mfg. Co.., 


.. 182-113 
ER 


F 
Falls City Div. 

Stratton & Terstegge Co., Inc... 
Fuller Tool Co., Inc. 
Fulton Co., 


Gardex, Inc. . ; 
Gering Products, Inc. 
Goulds Pumps, Inc. 


Graham & ~  oggy H. 
Bevin Bros. . Co. 
Ww. Sin oy 
King Cotton Gaedane ‘Div 
Seymour Smith & Sons 


Great Neck Saw Mfrs. Co. 
Griffin Mfg. Co. ... 
Gulton Industries, Inc. 


H 


Hager & Sons Hinge Mfg. Co., C. 
Hedlund Mfg. Co. .. iG 
Heineke & Co. 

Helin Tackle Co. 


Hines-Park Foods, Inc. 
(Duncan-Hines Institute) 





BEYOND COMPARISON 


Snow White plastic in a tube 


PROVEW FOR 
PERMANENT OSE 
THRU THE CASTIOVEARS 


eae 


DE WITT PRODUCTS CO. 


FREE SAMPLE 


5868 PLUMER ST. DETROIT 9, MICH. 


Want more facts? Circle 241, p. 127 
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Hoppe, Inc., Frank A 
Horton Equipment Co. 
Hustler Corp. 

Hy-Ko Prods. Co. 


ideal Brass Works, Inc. 
Iron City Tool Works, Inc 


J 
Jackson & Son. Co., Thomas 


K 


Keil Lock Co., 
Kennedy Mfg. Co. 
Krylon, Inc. 


Leonard Co., The 

Libbey Owens Ford Glass Co. 
Window Glass Div. . 150-151 

Living for Young Homemakers. 160-161 

Lucas & Co., Inc.., 

Lufkin Rule Co. 

Lyman Gun Sight Corp. 

56-57, 58-59, 60-6! 


M 

Marksman Products Div. of 

Morton H. Harris, Inc. . 
Marlin Firearms Co. 
Marshalitown Trowel Co. 
Master Lock Co. 
May Ma-Crepe Co. D.C........ 
Mayes Bros. Tool Mfg. Co. 
Metal Ware Corp. .... 
Miller Co., Inc.. Robert E. 
Minnesota. Mining & Mfg. Co. 
Miracle Adhesives Corp. 


N 
Nicholson File Co. 
North & Judd Mfg. Co. ... 
Northwestern Steel & Wire Co. 


oO 
Olt Co., Philip S. . 


P 


Penn Fishing Tackle Mfg. Co. 

Perfection Industries 

Pioneer Gen-E-Motor Corp. 

Peters Cartridges Div. 
Remington Arms Co., E. 
Pont de Nemours & Co. 

Pittsburgh Plate Glass Co. 
— Southern Chemical 


Plastic Products Corp. 

Plastic Woven Products, Inc. 
Plymouth Cordage Co. ........... 

Pro Hardware, inc. . euduae Ue 
Proctor Paint & Varnish Ca. Inc. 175 
Puritan Cordage Mills, Inc. ..... 152 

















Red Devil Tools 

Red Jacket Mfg. Co. 

Reynolds Metals Co. .........++:- 
Rival Mfg. Co. 

Rubberset Co. 

Rust-Oleum Corp. 


S-K/Lectrolite Tools 
Samson Cordage Works 
Scharf Mfg. Co., J. H 
Seamaid Mfg. Co. 
Selfix Products Co. 
Shuford Mills, Inc. 
Simonsen Industries, 
Stanley Works . 
Stor Key & Lock Mfg. Co. 
Ster Mfg. Co., Div. of 
iilinois Iron & Bolt Co. 
Star Metal Products Co. 
Stevens Walden, Inc. 
— é Terstegge Co., 
Falls City Div. ' 
Supreme Products Corp. 
Swan Rubber Co. .... 


T 


Tate Co., E. H. .. ... 169, 197, 198 
True Temper Corp 3,44. 4 


U 


United States Caster Cup Cop. 
Div. of Childiore Corp. 

U. S. Graphite Co. + 

United States Stee! Corp. 
National Advertising .. 

Universal Exhibitions Ltd. 

Upland Industries, Inc. . bois 

Utica Drop Forge & Tool Div...... 


v 


Vocaline Co. of America, Inc. 


Ww 


Wallace Silversmiths 
Waterl:o Valve Spring 
Compressor Co. 
Westinghouse Electric Corp. 
Lamp Div. 
“e Metal Rolling & Stamping 
| 


Whiz-Mow., 

Wilbur & Williams Co.. 

Wiss & Sons Co., J. 

Wissota Mfg. es ae oe, 
Woodhill Chemical Co. ..... 
Wood Shovel & Tool Co. 
Woodstock Line Co. 

Wright & McGill Co. 


Y 
Yoder Mfg. Co. 


Z 


Zinsser & Co., Wm... . 








ANOTHER 
FIRST BY 


your 

Seen & LETTER SALES 
with this N.Y. Show Hit — 
Hy-Ko’s Sell-O-Rama. Not a 

dust catcher — hard-hitting, 
sales inviting, always orderly 
display that sells and stocks! 
Occupies only 15". Display 
FREE with 2350 Assortment of 
40 doz. L-100 2 in. Letters & 
Numbers (A through Z, |! 
poet ae 0) plus Frames. Re- 


ORDER FROM YOUR JOBBER 


HY-KO Products Co. 
me Cleveland 3, Ohio 











ARE PROFITABLE 


Sell Fast, Use 
Little Space 


Plate Hangers. © 
Potato Bake Rack. | 
Broom Clips. Food : 
Mixers. Beaters. Many es 
other gadgets. 


More than 50 
Kenberry GADGETS 
Ask your jobber 
or write for list 


FLEX-BLADE LIFTER & TURNER ~nggerne 
JOHN CLARK BROWN '*¢ 


ONE MONTGOMERY ST. 
BELLEVILLE 9, NV. 





healerryessnite 





Want more facts? Circle 244, p. 127 














RED TIP COMPLETE BLADE REPLACEMENT 
KIT FOR ROTARY MOWERS — ONLY $39.17 


50 distributors throughout 
U.S. and Canada, assure 
prompt delivery of fill-in orders. 


WHIZ-MOW, INC.—HAMILTON, 
Want more facts? Circle 245, p. 127 


Now You Can Offer a a 

Rotary Mower Biade S 

ment Service for an RB 

of uy $39.77 
neluding wont Display 
Congteey S omnes 2 

The Red > blade, (‘in T 
lengths) a" the simple addition of 
various size bushings, will fit most 
rotary mowers on the market 

Red Tip blades are made of special 
heat-treated steel. They are more dur- 
able and stay sharp longer. 

When b are replaced, the adapt- 
er, which attaches blade te cronksheft, 
may also need replacing. The one Red 
Tip adapter, fin %” and 1” core 
sizes) with the simple addition of 
spacers, fits mowers. 

10 blade assemblies and 6 re 
assemblies are on the display 

Get your share of the a RD re- 
placement business with a minimum 
=e Send for complete details 
today. 


ILLINOIS 








BETTER HOUSEHOLD 


fe SINCE 1872 


—E. H. TATE CO. © 251 CAUSEWAY ST. 


® BOSTON, MASS. 


Want more facts? Circle 242, p. 127 





DAYTON BAIT AND MARINE 
PRODUCTS COMPANY 





2701 S. Dixie Dr., Dayton 9, Ohio 


in Canada: Dayton Bait Reg 


., 11580 Poincare Street, Montreal 12 


, Quebec 


Want more facts? Circle 240, p. 127 
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MAYES BROTHERS TOOL MANUFACTURIN 


Want more facts? Circle 24 





MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 
Want more facts? Circle 247, p. 127 


oor 





TOOL BOX 
OF THE 
MONTH 


The largest box of its 
kind drawn from one 
piece of metal. Deep 
drawn, seamless tool 
built to gov't specs: 4 
cantilever trays with ad- 
some y sttamnage 3 cov- 184DG 
ere p trays; electro- 
ssedaamaiee aaa oie ere eam ne 
inges. icate 
model 18" (184 DG): 22" SIMONSEN INDUSTPIES, INC. 


E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, Mass. | | [4 2S) 1414 S. Michigan Ave., Chicago §, Ili. 
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va isneen PAINTERS DROP CLOTHS 


we DOC Cele 


COTTON 








DurHAM, NortH CAROLINA 











Want more facts? Circle 250, p. 127 








Genuine 
Original 


Wonderful for all WOOD and METAL Furniture 
Glide Softly, Silently, Smoothly 


3-COLOR DISPLAY BOX 


. . a oe . 
Colorful . . . Eye-Catching. Sells on Sight RESEauo 
tains | doz. ds of eith a. Hy 1" DOMES. DOM A 9 DOMES o T= | 
One Set of 4 Contains oz. cards of either %"', %4" or OMES have ot s ae a 


needle point nail. Case hardened steel, burnished nickel plated mirror 
on a@ 3-Color Card finish. 


6 SIZES: %", %", I", Both Container and Cards in 3 COLORS 


pi/ie", a", WA". 


ROBERT E. MILLER & CO.,.INC., 35 Pearl St., New York 4, N. Y. 


Ask your Jobber or write— 











Want more facts? Circle 251, p. 127 
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New money-Maker 
ATKINS: Ean ae 


fa 
Bs 0c 

j » 
atonal 


or , 
* A 


O87" _ = tl°OLEiLe_. 


High Speed HACKSAW BLADE 


reduces cutting costs 
as much as 0 


Biggest Hack Blade Improvement in 50 Years... 
Now Ready for the Hardware Trade! 


St, 


_— — 


After 3 years of development and testing, ATKINS/ BorG- 
WARNER Offers you a revolutionary new hacksaw blade 
that has actually out-cut and outlasted competitive 
blades 2 to 1! 

New Silver Streak is a fitting companion to ATKINS 
Silver Steel line of tungsten blades. Both names represent 
the industry’s highest achievement in hack blade met- 
allurgy for the types of cutting each is designed to 
perform. 

Call your Atkins Wholesaler NOW .. . ask for new 
Silver Streak Hacksaw Blades. 





NEW... Fut tine HACKSAW DISPLAY 


for fast turnover, fast profit! 
NOW AVAILABLE FROM YOUR ATKINS WHOLESALER 


first full-line hacksaw display ever offered by an American manufacturer! 


" - Retail Value of 
Display No. 4977 : Frames & Blades 571.16 
For wall, pegboard or post. All steel rust- . 10.06 


proof construction, 12” x 28”x 8”. Hangers : Valve of Display 

for hack frames and rotating rack for - , 
blades. Descriptive panels help customers . TOTAL VALUE 81 22 
select right blade for the job. Complete + pesos; pealer 

with 1 No. 10 and 2 each of Nos. 111 and : Cost 59.83 
199 Atkins Hacksaw Frames and 150 ; ‘49 77 
assorted blades. * YOU PAY ONLY . 





« Retail Value 
also available: * of Blades 560.90 


Display No. 4293 Value of Display 6.50 


Consisting of the rotating rack section of . rota. vaLue ‘67.40 
No. 4977, with pedestal. Complete with : Rogues Dealer 49.43 
150 assorted Silver Streak, Silver Steel and : ost ' 

Standard blades. . . - youpayonty °42.93 


Call your ATKINS Wholesaler 
) for this Money-Making Display! 


ATKINS SAW DIVISION, BORG-WARNER CORP. 


| INDIANAPOLIS 25, INDIANA 


TRADE MARKS OF BORG-WARNER CORP 








